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Rough Proofs 


The Hoover vacuum cleaner now 
offers “positive agitation.” This ap- 
plies both to the purchaser and her 
shadow when he sees the bill. 


¥ Cone 


Two big-town newspaper writers 
insist, according to their published 
works, that the possessive of “it” is 
“it’s.” The breed of copy-readers is 
degenerating. 

Se 


In addition, a young novelist was 
recently caught in the act of using 
“disinterested” when he really meant 
“yninterested.” Advertising writers 
are much better edited. 


i ae 


The Blatz Brewing Company paid 
a tribute to President Roosevelt 
April 30 with 588-line newspaper 
copy in many cities. Fortunately, a 
tribute to Old Heidelberg brew was 
not forgotten. 

vwY 


Not to be outdone by Texaco’s 
fire chief, Standard Oil (Ind.) is fea- 
turing a whole squad of motorcycle 
policemen. If there is any virtue 
in the brass buttons of municipal 
authority, Red Crown will benefit 
from it. 
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It used to be said before Paul 
Whiteman appeared that nobody 
loves a fat man, and now it’s gen- 
erally admitted that nobody but his 
mother loves a motorcycle cop—and 
it’s a strain even for her. 
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Then there was a baker who ad- 
vertised, “For goodness’ sake, eat 
Mother’s Bread,” and his competitor 
came right back with an unanswer- 
able “For your health’s sake eat 
Father’s Bread.” 
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The Western Company is offering 
11 cents each, in trade, for soggy 
toothbrushes, and makes good on 
the offer even if you forget to bring 
your old toothbrush to the drugstore 
with you. Is this a variation of the 
famous valve-handle wheeze? 
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The A. N. A. has so much im- 
portant business to discuss at its 
meeting May 15 that no outside 
speakers have been invited. This 
ought to put confirmed convention 
orators in their places. 

? 


Towle asks you to hurry to your 
jeweler’s and “discover how miracu- 
lously you double your silver dol- 
lars.” 

The real miracle is being per- 
formed at Washington. 
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The Young plan (J. W.) may not 
have had as much publicity as the 
Young plan (Owen D.), but it has 
caused a lot more excitement in the 
advertising business. 


A. is 


One Sinclair oil is “mellowed for 
100,000,000 years,” and another, 
priced a little lower, is mellowed for 
only 80,000,000. Twenty million years 
is a lot of time for a nickel. 

7. + FF 


The quotations are rising merrily 
on the big board, but the thermom- 
eter seems to have forgotten that 
in May everybody is pulling for tem- 
perature inflation. 
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The Roosevelt new deal may take 
the curse off two-dollar bills—by 
making them twice as plentiful. 


Copy Cus. 


FOUR A MEMBERS 
TREK 10 CAPITAL 
FOR CONVENTION 


Rainey to Talk on Plans of 
Administration 


New York, May 4.—Mindful of the 
125 invited guests, as well as the 
membership, officers of the American 
Association of Advertising Agencies, 


Henry T. Ewald, president, Camp- 
bell-Ewald Company, Detroit, and 
chairman of the board of American 
Association of Advertising 
Agencies. 


which holds its 16th annual conven- 
tion at the Mayflower Hotel, Wash- 
ington, D. C., May 11-12, have ar- 
ranged a program for the full day 
of open sessions Thursday covering 
subjects of general interest in all ad- 
vertising fields. 

The executive board will meet in 
Washington the day before the con- 
vention opens. The annual dinner, 
always one of the greatest events of 
the advertising year, will be held 
Thursday evening. Friends of the 
agency men and the guests invited 
to the open session will swell the 
number at this event to several hun- 
dred. The some 150 members who 
have arranged to attend the conven- 
tion will meet in closed sessions 
Friday. 

Details of the program, announced 
by Henry T. Ewald, president of 
Campbell-Ewald Company, Detroit, 
and chairman of the board of the 
association, and John Benson, asso- 
ciation president, reveal that a high 
government official, together with 
outstanding business authorities, 
will appear at the open sessions to 
give their views on new develop- 
ments in merchandising and the con- 
sumer’s reactions to advertising and 
advertised products. 

Mr. Ewald will preside at the 
opening session and at the annual 
dinner. Mr. Benson will alternate 
with Mr. Ewald as chairman of the 
yarious business sessions. 


Rainey to Tell Policies 


Speaker Henry T. Rainey of the 
House of Representatives has ac: 
cepted the invitation of the agency 
men to give them a first-hand inter. 
pretation of the administration pol- 
icies affecting business and adver- 
tising. In view of recent develop- 


(Continued on Page 15) 


Washington, D. C., May 4.—The 
“truth in securities” bill submitted 
to the House by the administration 
has been completely rewritten by the 
House Interstate Commerce Commit- 
tee. 

The redrafted bill relieves direc- 
tors of liability for the accuracy of 
statements made in a registration 
statement to be filed with the Federal 
Trade Commission, as a condition of 
sale or advertising, provided the di- 
rectors have “done their best” to 
inform themselves of the accuracy 
of the statement. 

Under the new wording, this regis- 
tration statement shall be deemed 
filed when it is put into the mail. 
Provision is made for filing amend- 
ments to the statement either before 
the registration becomes effective, 
thirty days after filing, or after it 
becomes effective. 

If the Federal Trade Commission 
deduces that the statement is incom- 
plete or inaccurate, it would, under 
the revised bill, notify the company 
proposing to market the securities, 
and extend a hearing within ten 
days. 

The commission may issue a stop 
order suspending the effectiveness of 
the registration statement, if it ap 
pears that the registration statement 
includes a mis-statement of material 
fact. 

May Not Advertise 


Securities may not be sold or ad- 
vertised unless their sponsor has 
filed this registration statement with 
the commission, nor during the time 
a stop order is in effect. Presumably 
this clause bars many magazines 
from accepting securities advertising, 
since a stop order might be issued 
between the time of going to press 
and their appearance. 

The revised bill limits the civil lia- 
bility on account of false sales regis- 
tration statements to the price paid 
for the securities, less any interest or 
dividends received. The issuer or 
other person sued is given the op- 
portunity to prove that the buyer was 
aware of the untrue statement. 

Suit must be brought within two 
years after the purchase. The pen- 
alty for violation remains as in the 
Senate bill—$5,000 or five years’ im- 
prisonment. 

Securities exempt from the terms 
of the act are those of railroads un- 
der the jurisdiction of the Interstate 

(Continued on Page 15) 


Rewrite Securities 
Bill; Food and Drug 
Regulation Deferred 


Washington, D. C., May 4.—Repre- 
sentatives of advertising, food and 
drug associations passed in review 
before Rexford G. Tugwell, Assistant 
Secretary of Agriculture, Thursday, 
Friday and Saturday of last week, 
and Monday of this, giving their 
views as to how the public could bet- 
ter be protected against unfair ad- 
vertising. 

Mr. Tugwell assumed a sphinx-like 
attitude, remarking only that the De- 
partment of Agriculture, administra- 
tor of the Food and Drugs Act, feels 
that that instrument “is generally 
admitted to be inadequate at present 
for the protection of consumers.” 

While no official pronouncement 
was made, emissaries to the confer- 
ference left with the strong impres- 
sion that the present session of Con- 
gress will not be called on to enact 
any amendments to the Food and 
Drugs Act. If this is true, the whole 
matter will hold over to the January, 
1934, session, which will give all con- 
cerned ample time to secure atten- 
tion for their representations. 


Attitude Unchanged 


It seems likely that the views of 
Dr. W. G. Campbell, chief of the Food 
and Drug Administration for many 
years, will be incorporated in any 
amendment. Dr. Campbell holds that 
while his department has driven 
false and deceptive statements off 
food and drug labels, its work has 
been offset in part by the fact that 
the public is prone to accept adver- 
tisements at face value, failing to 
check publicized claims against the 
labels. 

However, Dr. Campbell has ex- 
pressed his disapproval of any ad- 
vance censorship over advertising, 
preferring that when a publication is 
doubtful, it submit the questionable 
advertisement voluntarily. 

Suggested penalties for violation 
of the proposed prohibition of false 
advertising included fines and the 
issuance of a form of injunction 
against the use of the offending ad- 
vertisement or any other similar 
thereto. 

Opposition was expressed to seiz- 
ure of the product falsely advertised, 
as long as its label accords with pres- 
ent requirements. 

The American Newspaper Publish- 
ers’ Association was represented by 
L. B. Palmer and Elisha Hanson; 

(Continued on Page 15) 


publication with the June issue. 


Last Minute News Flashes 


Mrs. Roosevelt Quits as Editor 
New York, May 5.—Following the decision of Mrs. Franklin D. Roose- 
velt to retire from the editorship of “Babies—Just Babies,” Macfadden Pub- 
lications has announced that the recently organized publication will suspend 
Mrs. Roosevelt resigned her post, the 
announcement said, because of the press of other duties. 


Owen D. Young Resigns Radio Office 


New York, May 5.—Owen D. Young yesterday announced his resigna- 
tion as a director and chairman of the executive committee of Radio Cor- 
poration of America, and as a director of all subsidiary corporations, in 
accordance with the recent federal consent decree requiring a complete 
separation of the interests of R. C. A. and General Electric Company. 


Zucker Leaves Stewart-Warner 
Chicago, May 5.—W. J. Zucker has resigned as general sales manager, 
secretary, vice-president and director of Stewart-Warner Corporation. His 
duties as sales manager will be assumed by Frank A. Hiter, sales manager 
of Alemite Corporation, a subsidiary. 


MAKERS OF ICE 
CREAM IN DRIVE 
ON SUBSTITUTES 


New Form of Co-operative 
Campaign Started 


New York, May 4.—Backed by 
new state laws penalizing the illegal 
use of ice cream equipment and im- 
proper labelling of any frozen con- 
fection as “ice cream,” the Metro- 
politan Association of Ice Cream 
Manufacturers embarked this week 
on a short, intensive newspaper 
drive to arouse public opinion 
against “ice cream bootlegging.” 

The general plan of the campaign 
was conceived by the Boyle; Zipprodt 
Corporation, the agency recently 
formed by former executives of the 
M. F. Reddington Company, and is 
the first business announced by the 
firm. The agency is handling the 
campaign for the association and 
three of the companies participating. 

The ice cream manufacturers esti- 
mate that ice cream substitutes, the 
term used to designate frozen des- 
serts in which a substitute is used 
for cream, deprived them of one- 
sixth of their market last year. 
They fear they will continue to lose 
volume unless drastic steps are 
taken, as the substitutes have a price 
advantage and the _ restrictions 
thrown about the use of the term 
“ice cream” by the new laws are 
rendered partially ineffective by the 
use of trade names for various 
preparations made of ice cream and 
frozen confections. 


Considered Drastic 


The campaign is considered dras- 
tic because it injects a warning into 
consumer thinking on the subject of 
ice cream and similar products, a 
dangerous step in view of the facts 
that ice cream is not infrequently 
under suspicion and that the public 
is prone to jump at conclusions. The 
idea was rejected several times be- 
fore its adoption this year. 

The principal test of the adver- 
tising will be its effectiveness in 
leading consumers to distinguish be- 
tween cream-made ice cream and 
“ice cream.” However, immediate 
profit results are expected to follow 
the pressure the advertising will put 
on retailers to discontinue frozen 
confections sold in place of ice 
cream. 

The bootleg theme will be discon- 
tinued after three weeks until the 
reaction can be judged. If favor- 
able, the advertising may later be 
resumed here, and associations in 
other cities where the manufactur- 
ers are wrestling with the same 
problem may follow suit. 

The campaign includes only one 
advertisement that is cooperative in 
the conventional sense, in that it was 
paid for by the association and car- 
ries that body’s signature. The 
others are placed by the individual 
companies, but are co-ordinated as 
to theme and release date, so that 
all have “bootleg ice cream” as the 
subject and no two advertisements 
appear the same day. 


Use Large Space 


By combining their lineage, the ice 
cream manufacturers are enabled to 
set up a schedule calling for one 
large advertisement a day staggered 
in a list of the leading New York 


and Brooklyn newspapers. To cover 
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the cooperative objectives and the 
individual promotion, they have 
doubled their customary appropria- 
tion for the spring drive, spending 
a total of about $50,000. 

Among the advantages claimed for 
this method of cooperative advertis- 
ing are that it eliminates necessity 
for setting up separate machinery 
and for revealing sales figures as a 
basis for assessments, while the in- 
dependence allowed each of the 
group and the opportunity to use in- 
dividual firm names removes com- 
mon causes of irritation. 

The one advertisement signed by 
the association, which opened the 
campaign, was headed, “Bootleg Ice 
Cream,” and summarized the ob- 
jectives of the advertising effort. 
They are to put bootleg ice cream 
beyond “the reach of little fingers 
and unthinking minds,” to arouse 
public opinion to support health 
laws, to remind the public that ice 
cream should be made with cream, 
to prompt consumers to look on 
package labels for the description 
of ingredients required by law to 
familiarize the public with the full 
content of the laws governing the 
manufacture and sale of ice cream. 


Stress Bond Names 

This advertisement, together with 
all those placed individually, incor- 
porates the advice to play safe by 
buying advertised brands, expressed 
in most instances by displaying lines 
reading, “Your protection is simple. 
Buy leading advertised brands.” 

The participants are giving the ad- 
vertisements appearing over their 
signature individuality by concen- 
trating on one angle of approach to 
the subject or by following a dis- 
tinctive treatment of one angle of 
approach. The subdivision was de- 
cided upon as it is necessary for 
several to concentrate on the most 
important angle, the warning to par- 
ents that children cannot reason and 
if left to themselves will buy sub- 
stitutes because they get more for 
their money. 


RCA Opens Studios 


RCA Victor Company has opened 
elaborate new studios for recordings 
in the Merchandise Mart, Chicago. 


CEREAL PACKAGE 
IS DESIGNED 10 
AMUSE CHILDREN 


New York, May 4.—To help sell 
Post Toasties to families with small 
children, General Food Corporation 
is introducing a new package with 
three of its sides filled with pictures 
that a child can cut out and make 
into toys. 

A widespread sampling campaign 
will start immediately to bring the 
new play package to the attention of 
mothers and children. On the free 
sample package there will be a 
miniature cartoon like those appear- 
ing on both sizes of regular pack- 
ages. 

Package toppers and other ma- 
terial suitable for counter and win- 
dow displays are being sent out to 
grocers, together with instructions 
for setting up displays that will at- 
tract children sent to the store on 
errands. 

The company believes the new 
packaging idea suitable for consis- 
tent promotion and that the present 
is a particularly appropriate time for 
the introduction, inasmuch as the 
play packages will be especially ap- 
preciated in homes where there has 
been little money to spend for toys 
for a long time. 


Choose Three Subjects 


Three subjects of the greatest in- 
terest to children have been chosen 
for the first series of new packages. 
a circus, a set of soldiers and an 
acrobatic clown. 

In the circus series are Posto, the 
clown, holding a paper-covered hoop 
through which two monkeys mounted 
on greyhounds are jumping; a trick 
seal, balancing a colored ball on his 
head; more monkeys doing tricks 
with a bicycle; a dressed-up pig, and 
the traditional lady bareback rider 
with her horse. 

The army carton musters six 


leaders for years. 


For complete sales sto 


The Daily a Olumpian 


was rated among leaders (out 
of 887 contenders) in its classi. 
fication for the Francis 
Wayland Ayer cup. 


Olympia’s $1,000,000 
State Payroll Your Market 


Olympia, state capital of Washington, (pop. 
11,733—trading area, 30,000) is a market 
far outrivalling its actual size. The annual 
state payroll of approximately $1,140,000 
has not suffered during the business quiet. 


Olympia has but .75% of the population of 
the state yet accounts for 1.20% of the total 
retail sales, 1.49% of the passenger automo- 
bile sales and 1.38% of the food sales. 


The Daily Olympian (ave. daily 5,184; Sun- 
day, 5,006) has been one of the Pacific coast 
The Daily Olympian, 
with less than 1% duplication of its morn- 
ing and evening editions, gives full cover- 
age with a newspaper accredited nationally 
as a typographical leader and locally as a 
leader in news and editorial content. In 
confidence and advertising lineage it holds 
first place in Olympia and its trade territory. 


service call VERREE & CONKLIN, Inc., 
National Representatives; H. R. FERRISS, 
Seattle, Northwest Representative. 


and merchandising 


NEW PACKAGE APPEALS TO CHILDREN 


Colorful new packages for Post Toasties 


soldiers and a horse. Posto, the 
acrobatic clown, who can give a 
thrilling performance all by himself, 
is the feature attraction on the 
third package. The children can 
make him go through his antics by 
manipulating the cut-out with a 
pencil, according to directions given 
on the carton. 


Gulf Sets New 
Standard for 
Selling Radio 


Pittsburgh, Pa., May 4.—Believing 
it has captured the only outstanding 
humorists whose wares have not 
become somewhat stale to the radio 
audience, Gulf Refining Company 
has given itself the task of capitaliz- 
ing its heavy expenditures in radio 
with an almost unprecedented adver- 
tising volume in newspapers. 

Irvin S. Cobb, the sage of Ken- 
tucky, will make his radio appearance 
for Gulf over the Columbia Broad- 
casting System every Wednesday and 
Friday, while Will Rogers is being 
offered via the , 
B. C. every Sunday. 

Newspapers in every city reached 
carried 650-line copy announcing the 
radio presentations of these lumi- 
naries. Clever caricatures show Cobb 
with the ubiquitous cigar and Rogers 
with his familiar grin. The latter is 
described as “the man who jokes 
with kings.” 

The same copy, placed by Cecil, 
Warwick & Cecil, also offers three 
pages of funnies, their distribution 
being confined to any Gulf service 
station. The comics relate—in color 
t—the adventures of Cobb and Rogers 
as conceived by an artist, thus add- 
ing more fuel to the radio fire and 
intriguing the present radio listener 
and the motorists of the future. 


Forhan’s Broadcasts 


Count of Monte Cristo 


Zonite Products Corporation in- 
augurated broadcasts of “The Count 
of Monte Cristo,” radio serial de- 
veloped by Earnshaw-Young, Inc., 
Los Angeles, over stations WOR, 
Newark, N. J., WBBM, Chicago, and 
KNX, Los Angeles. 

The program is presented five 
times weekly, and will be extended 
to other stations if results warrant. 
Forhan’s tooth paste is the product 
advertised. 


Starts Sunday Edition 


Having discontinued the Saturday 
morning edition of Hl Continental 
(Spanish) and the Saturday evening 
edition of the World News, Morris J. 
Boretz, president of the World News 
Publishing Company, El Paso, Texas, 
has announced a Sunday morning edi- 
tion of World News. 

The newspapers are represented in 
the national field by the Beckwith 
Special Agency, Inc. 


Appoints Murphy 
A. J. Murphy has become sales 
manager for Mrs. Klein’s Food Prod- 
ucts, Chicago. He was formerly gen- 
eral sales manager for Foodtown 
Kitchens, Inc. 


“Bookman” Changes 


The title of the Bookman, New 
York, has been changed to American 


blue_network of N. lo, 


Review. 


START CAMPAIGN 
ON ATHLETIC RUB 


New York, May 4.—Experimenting 
with means of promoting Lawson 
Robertson’s Athletic Rub, a new 
product and the first of its kind, 
Lehn & Fink, Inc., began a test 
radio campaign over WCAU last 
week. 

The program features Lawson 
Robertson, the famous Olympic coach 
and one-time record-holding sprinter, 
who developed the product in col- 
laboration with the manufacturer and 
gave it the prestige of his name. 
He interviews well known athletic 
stars for the microphone and favor- 
able mention of the rubbing com- 
pound creeps in when the subject 
gets around to conditioning. 

This and other forms of advertis- 
ing will stress the fact that it took 
a whole generation to develop the 
new product and that the athletic 
champions of an entire nation served 
as the guinea pigs. A release from 

, artment reads in 


part: 


“It penetrates deeply into the skin. 


layers. It appeals to men whose at- 
tention to business permits only oc- 
casional exercise. A vigorous rub- 
down with it eliminates fatigue and 
prevents stiffness and keeps the 
muscles flexible. In fact, even with- 
out previous exercise, it alleviates 
the wornout feeling and quiets 
jangled nerves.” 


Not Odorous or Greasy 


Unlike most liniments, the class 
of products to which it approaches 
closest, Lehn & Fink’s rub is not 
odorous, greasy or sticky. Its regu- 
lar use at any hour of day, therefore, 
does not curtail freedom or other- 
wise impose a handicap. 

The absence of these disagreeable 
qualities has suggested the women’s 
market. A start in this field may be 
made later with an appeal to horse- 
women which will include an extra 
bit of advice for week-end and vaca- 
tion equestriennes. 

For the time being men will be 
shown partiality. Distribution is 
through drug and department stores. 


“Econostat”’ Moves 


The Econostat, New York, the new 
publication digest edited by Joseph 
Stagg Lawrence, has moved to larger 
quarters at 21 West St. 


ASK ‘FAIR WAGE? 
LABEL BE PUT ON 
WOMEN’S CLOTHES 


New York, May 3.—A commis. | 


sion is being formed here under the 
auspices of the Women’s Trade 
Union League to devise a label the 
presence of which on women’s cloth- 
ing will be a guarantee that the mer. 
chandise was produced by ade 
quately-paid labor. 


The movement for adoption and | 


support of the label is backed by 
several women’s clubs, one of which, 
the Fifteenth Assembly District 
League of Women Voters, held a 
budget fashion show at a leading de- 
partment store today to disseminate 
propaganda against the sweatshop 
and information as to the lowest 
prices at which garments could be 
produced by labor receiving a living 
wage. 

Samuel Klein, executive director 
of the Industrial Council of Cloak, 
Suit and Skirt Manufacturers, Inc., 
said that his association would, un- 
der certain conditions, espouse the 
cause of the new tag. 


Mrs. Franklin D. Roosevelt, speak- 


ing unofficially, endorsed the idea 
warmly, saying that all intelligent 
employers knew their best market 
was made up of working people and 
that if wages were too low they 
would lose their best market. 


Urges Advertising 


However, she said the average 
the problem was to set up organiza- 
tions that would keep them in- 
formed. She pointed out that the 
tag would have no weight with wom- 
en consumers unless its import- 
ance was emphasized by a continu- 
ous publicity and advertising cam- 
paign featuring its humanitarian as- 
pect. She suggested that the move- 
ment’s sponsors consult experienced 
advertising women as their first step. 

A similar label, known as the Pro- 
sanis label, was adopted in 1925 and 
fell into disuse the following year, 
517,800 being distributed in 1925 and 
9,561 in 1926. A general collapse 
of the industry’s standards, union 
opposition and the failure of the or- 
ganized and representative elements 
of the industry to adopt it officially 
were held to be the causes. 


New Brooklyn Brewery 
Challenges Old-Timers 


The first metropolitan brewery to 
announce a_i regular advertising 
schedule, Kings Brewery, Inc., Brook- 
lyn, which made the first deliveries 
of its brew this week, has signed for 
a half hour musical program on WOR 
at 9 p. m. Friday and Monday eve- 
nings. 

Large-space newspaper copy ap- 
peared this week to announce the 
brand, which was unknown before 
prohibition. Smaller advertisements 
will appear on broadcast dates to tie 
in with the program. 


Hercules Appoints 


Advertising of Hercules Manufac- 
turing Company, Centerville, Ia., land 
clearing equipment, has been placed 
with Reincke-Ellis-Younggreen & 
Finn, Chicago. Farm papers, trade 
papers and direct mail will be used. 


PABST TO HAVE LARGEST CAFE AT FAIR 


Artist's conception of the Pabst Blue Ribbon Casino to be in opera- 

tion at Chicago's world's fair. With a seating capacity of 3,500, 

and many unusual features, the casino is expected to be one of the 
most popular spots on the exposition grounds. 
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BLATANT RADIO 
ADVERTISING IS 
HIT: BY ARNOLD 


New Book Also Tells Status 
of Television 


New York, May 4.—Why does the 
copywriter who can tell his story in 
| print in 200 words require 600 when 


4 


' 


t the — 


wom- 
nport- 


ntinu- — 


cam- 
in as- 
move- 
enced 
step. 
: Pro- 
> and 
year, 
5D and 
llapse 
union 
1e OF- 
nents 
cially 


| of a large guest audience which was 


‘ 


| 


: how much easier it would be in the 


| charge is that the commercial credit, 
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' ogy which is the root of all good 


that ' te tell the same story. 


he gets on the air? 

This is one of the questions pro- 
pounded by Frank A. Arnold, for- 
merly with National Broadcasting 
Company, now vice-president of Al- 
pert Frank-Guenther Law, Inc., in 
his new book, “Broadcast Advertis- 
ing (Television Edition).” The vol- 
ume has just been published by John 
Wiley & Sons. 

“Our great national magazines,” 
said Mr. Arnold, who was N. B. C.’s 
director of development for six years, 
“contain wonderful illustrations of 
brevity in advertising, absence of 
repetition, concise statements of fact, 
employment of that subtle psychol- 


advertising. 

“There would seem to be no logical 
reason why one great national ac- 
count should be able to tell its adver- 
tising story clearly, concisely and in- 
telligently in a full-page advertise- 
ment containing 200 words and then 
feel obliged to smear 600 words or 
more through a beautiful program 


Sees Need for Brains 


Making the interesting point that 
the average number of words in full- 
page magazine advertisements is less 
than 300, Mr. Arnold said he cannot 
understand why “the brains of our 
best copywriters have not been 
drafted for writing commercial 
credits for the air, employing the 
same basic principles used in peri- 
odical advertising.” 

Mr. Arnold told of a personal study 


forced to listen to 725 words of com- 
mercial credits. 

“The opening announcement ob- 
tained attention for the first 200 
words,” he related. “After that it 
was lost. The announcements that 
followed during this hour program 
at 15-minute intervals were regarded 
by the audience much the same as 
curtain drops at the theater and 
within the limits of studio restric- 
tions, the period was used for re- 
laxation. 

“The closing announcement was 
lost altogether. If this can be taken 
as a sample of what happens in the 
ease of a studio audience, consider 


privacy of the family circle to ignore 
entirely long, burdensome commer- 
cial credits.” 

Length is not the only indictment 
disclosed by Dr. Arnold’s correspond- 
ence, he pointed out. The second 


as now composed, presumes too much 
on the ignorance of the audience. 
The third is poor placement of 
credits. 


Discusses Television 
Mr. Arnold believes the only time 
a long announcement is accepted 
gracefully is in the program’s in- 
troduction. 
Discussing television, Mr. Arnold 
quotes from an article in Liberty in 


“It is a curious fact that for the 
past 50 years each depression in this 
country has been followed by elec- 
trical progress, and each electrical 
innovation has ridden in on the crest 
of returning good times. 

“Television has arrived at a posi- 
tion parallel to that which radio 
broadcasting reached in 1922. But 
the experience of ten years of radio 
broadcasting will give television a 
foundation of knowledge which radio 
lacked.” 

Mr. Arnold also borrows from the 
annual report of Radio Corporation 
of America covering 1932: 


ture that will permit entertainment 
and information broadcasting on a 
national scale still presents unsolved 
problems, though much progress in 
the technical development of program 
transmission was made during the 
year. 

“Public interest remains keen, but 
much additional work must be done 
in the transmission and program field 
before this new art is suited for com- 
mercial use. 

“When the technical problems of 
television. transmission are more 
nearly solved, there will remain the 
necessity of constructing transmis- 
sion facilities, calling for vast cap- 
ital outlay before television receiving 
instruments can render service in 
homes throughout the country.” 


Rise in Price of 


Tires Announced 


Price increases ranging up _ to 
seven per cent were announced by 
leading tire makers this week, as a 
preliminary to further boosts which 
the industry expects will reach 25 
per cent by the middle of the sum- 
mer. 

B. F. Goodrich Company initiated 
the upward movement, and was 
closely followed by Kelly Springfield 
and United States Rubber Company. 
No announcement of a change in 
mail order tire prices was made. 


Brewer Names Muller 


The account of Elizabeth Brewing 
Company, Elizabeth, N. J., has been 
placed with J. P. Muller & Co., New 
York. 


Gives Premium with Tea 


Standard Brands, Inc., used large 
newspaper space to announce that a 
ten-cent package of Chase and San- 
born’s Tender Leaf Tea will be given 
away free “for a few days” with each 
purchase of a quarter-pound tin. The 
price of the quarter-pound tin was 
not given. 


A. & P. and Sears, 


Roebuck Merge Units 


Great Atlantic & Pacific Tea Com- 
pany has leased the grocery depart- 
ment in Sears, Roebuck & Co.’s Dal- 
las, Tex., store. 

The dry goods chain has let food 
concessions in about 14 stores, but 
this is the first deal made with 
A. & P., the lessees being local firms 


in most instances. 


Develops Color Process 
For Use on Milk Bottles 


Owens-Illinois Glass Company, To- 
ledo, has announced development of 
a method for fusing monograms and 
lettering directly into glass milk 
bottles by a process using coloring 
enamels that remain a permanent 
part of the bottle. 

Four colors, red, blue, green and 
orange, which it is claimed will re- 
sist the alkali solution in washing 
tanks, are being offered. 


To Design Packages 


Modern Industrial Designers has 
been organized at 2824 N. E. 20th St., 
Portland, Ore., by Will Pearce, de- 
signer and commercial artist; Earl 
L. Heims, advertising man, and Ber- 
nard Heims, architect. 


“Television transmission of a na- 


THE 


IT TAKES THREE HANDS 
TO OPEN A 
PURSE 


URIEL MEATBALL, 
wife of Mortimer J., is 
hesitating. Her fingers have 
halted in midair. Coffee is on 
her shopping list, and the gro- 
cer in his most soothing voice 
has suggested a pound of Bilge 
Brothers’ “Yum Yum” Coffee. 
Excellent, except for one 
thing. A shadowy hand is 
holding up the sale. For Mrs. 
Meatball of a sudden remem- 
bers a conversation with Mr. 
Meatball. 

**Well, I’m ready for a new 
kind of coffee any time you 
are,” Mr. Meatball had re- 
marked the previous evening, 
giving his cup a resentful push 
toward the center of the table. 

Mrs. Meatball’s face took 
on a tentative look. “I could 
try Bilge Brothers’... ” 

To which Mr. Meatball had 
answered: “‘Why not make it 
X-tasy?... They say it’s triple 
fresh or something.” 

And so Mrs. Meatball will 
close her purse again, unless 
the grocer can produce a can 
of X-tasy. Dealer-Influence 
takes it on the chin when it 
comes up against Husband- 
Influence. 

And why not? Buying food 
for the family, or major items 
like radios, refrigerators, and 


automobiles, is a matter of 
pooling the desires of an inter- 
ested wife and an interested 
husband. The resulting pur- 
chase is a compromise agree- 
able to both. 

Advertisers who fail to edu- 
cate husbands, as well as 
wives, in the unique virtues of 
their goods are doing only half 
a job. Thus it is that thought- 
ful buyers of space favor the 
kind of magazine that is read 
by both members of the family. 

Redbook is that kind of 
magazine. It is deliberately 
edited to entertain both sexes 
equally. Every thousand 
copies are read by 1480 women 
and 1420 men. Moreover, in 
Redbook you pay 30% less to 
reach women plus men than 
you pay to reach only half the 
family through one-sex maga- 
zines. Even if you shut your 
eyes to the value of its mascu- 
line circulation, it would still 
cost less to reach women alone 
in Redbook. 

Sell the family and you sell 
all. Use Redbook and save 
30%. Redbook Magazine, 230 
Park Avenue, New York City. 


REDBOOK 


MAGAZINE 
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Clean Up and Paint Up? 


One of the best trade promotion 
ideas ever developed was “Clean Up 
and Paint Up,” employed by the 
paint and varnish industry to stim. 
ulate seasonable activities during the 
spring months, and incidentally to 
encourage the use of the products 
of the manufacturers in this field 
The past tense is used, because for 
some reason the idea seems to have 
been allowed to languish. 

The use of paint and allied prod- 
ucts in spring cleaning operations is 
so obvious and logical that the in- 
dustry has a definite reason for car- 
rying on promotion effort in behalf 
of the general idea. Any householder 
or business man who decides in 
favor of refurbishing his premises is 
pretty sure to be a consumer of paint 
or varnish before he gets through. 

The industry has relied to a con- 
siderable extent heretofore on free 
publicity to put the idea across, and 
newspaper editors and other com- 
munity interests have usually been 
willing to co-operate, because of the 
advantages which are certain to be 
reaped as a result of a vigorous cam- 
paign of this kind. But there is no 
good reason why a co-operative ad- 
vertising campaign should not be put 
back of the annual drive, especially 
as the Save the Surface idea seems 
to have been dropped, as far as active 
advertising effort is concerned. 

A few leading paint and varnish 


manufacturers have come to the 
front lately with limited campaigns 
of advertising, none of them appar- 
ently tying in with any general pro- 
motion on the part of the industry 
as a whole. Yet this business seems 
to be one which could profit in un- 
usual degree from the desire of the 
average citizen to keep up the ap- 
pearance of his property without 
spending a great deal of money. A 
good paint job is not only a good 
investment from the standpoint of 
preventing decay, but especially from 
the standpoint of improving appear. 
ance, which is a factor that appeals 
to everybody just now. 

Here would seem to be a good op- 
portunity for the paint people to get 
together and separate the public 
from a substantial amount of money 
which could be well spent in the 
direction of a general brightening 
up of buildings, inside and out. And 
repainting on a large scale would 
tend to offset some of the loss of 
business due to the low volume of 
new construction work now in 
progress. 

“Clean Up and Paint Up” need not 
be confined, in its implications and 
promotional aspects, to spring work. 
It might easily be made the slogan 
of a general promotional campaign 
on the part of the paint and varnish 
interests to carry through the entire 
year. 


Southern California Carries On 


Without any desire to give further 
publicity to the unfortunate experi- 
ence which fell to the lot of South- 
ern California as the result of the 
earthquakes, ADVERTISING AGE is very 
much impressed with the fine spirit 
of enterprise and determination 
which is evident in the advertising 
campaign appearing in the newspa- 
pers and magazines over the signa- 
ture of the All-Year Club of South- 
ern California. 

The advertising, in behalf of 
Southern California as the scene of 
summer vacations, is going ahead 
without apparent change. The Cali- 
fornians are convinced that they 
have something to sell which the 
rest of the country can use to advan- 
tage and that the unfavorable im- 
pressions created by the recent un- 
pleasantness can be replaced with 
ethers more pleasing to all con- 
cerned. 

And the interesting thing is that 
this belief is in all probability en- 
tirely correct. There will be some 
timid souls who will steer clear of 
Southern California until their 
memory of what happened there a 
few months ago is completely dis- 
sipated; but most people forget 


quickly and are entirely willing to 
think of the pleasant and attractive 
features of a situation rather than 
dwell on those which are disagree- 
able and depressing. 

If everybody thought only of dan- 
ger and possible injury, few would 
ride in automobiles, nobody would 
journey by air, and Florida would 
be forsaken because it once experi 
enced a disastrous hurricane. But 
fortunately Americans are an optimis- 
tic and volatile people, and the attrac- 
tions pictured by the All-Year Club 
are alluring enough to make most 
people willing to risk a few earth 
tremors in order to enjoy them. 
And the very refusal of the adver- 
tisers to discuss such a remote pos- 
sibility as earthquakes increases the 
sense of their relative unimportance. 

Other advertisers who have heard 
the rumblings of business troubles 
and who are not advertising today 
because they think that the public 
is still worrying about something 
that happened months ago, should 
consider the fine example of South- 
ern California. The same spirit ap- 
plied to other worth while enter- 
prises would produce some very in- 
teresting results. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 489. Automobiles in Philadelphia. 


A complete tabulation of motor 
ear purchases in Philadelphia during 
1932 and through March, 1933, show- 
ing types of cars purchased, areas in 
which they are bought, incomes of 
owning families, and much other 
valuable data. The data was gath- 
ered and is published by the mer- 
chandising and research department 
of Philadelphia Enquirer and Pubtic 
Ledger. 


No. 500. The KMOX Magic Kitchen. 


A complete presentation of the 
Magic Kitchen program of KMOX. 
St. Louis, an unusual program de- 
veloped by the station, and avail- 
able for sponsorship to six non-com- 
peting advertisers whose products 
fit into the kitchen’s setting. 


No. 480. Metro-Gravure and Metro- 
Comics. 


Two companion publications of 
Metropolitan Sunday Newspapers, 
giving in minute detail all of the 
facts on circulation, coverage, cost 
and influence of the publications in- 
cluded in the group. One discusses 
Sunday gravure advertising in the 
ten publications in the group, the 
other gives similar information on 
the comic supplement sections. 


No. 482. The Bar-Mor Display Cabi- 
nets. 


Descriptive material explaining the 
functions, operations, sizes, etc., of 
Bar-Mor display cabinets, unique 
devices in which actual merchandise 
may be displayed, as well as de- 
calcomania transfers and projections 
from standard lantern slides. 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier-Journal and 
Louisville Times. 


No. 464. Pacific Coast Markets. 


Published by Associated News- 
paper Color, Inc., gives valuable in- 
formation regarding the natural trad- 
ing areas on the coast, and breaks 
the market into six sections, disre- 
garding state lines. Other valuable 
information on retail sales and news- 
paper circulations is included. 


No. 368. The Open Road for Boys 


Magazine Tells Its Story. 


This fifty-four page brochure is- 
sued by The Open Road for Boys 
Magazine portrays the tremendous 
immediate purchasing power of the 
boy market today, the influence of 
boys on family purchases and the 
great influence on future markets 
that today’s boys have. The brochure 
presents an interesting picture of the 
boy market with especial emphasis 
on the phenomenal responsiveness of 
this boys’ magazine, listing among 
others, a case where an 85-line ad- 
vertisement brought 26,000 direct in- 
quiries. It further explains the 
magazine’s policy of guaranteeing 
advertisers superior results. Alto- 
gether a unique and _ interesting 
analysis of the boy market. 


No. 449. Current Buying Indices of 
Magazine Readers. 


This booklet, detailing the results 
of a Percival White study of readers 
of nine leading women’s magazines, 
contains a wealth of material which 
should interest every advertiser. De- 
tailed tabulations indicate what ap- 
pliances each reader has, what types 
of groceries and what brands are pur- 
chased, how many members of the 
family are employed, what they do, 
and whether they are working part 
time or full time, etc. Published by 
True Story Magazine. 


ONE REASON THE GALS GO TO HOLLYWOOD 


eR eae 


m sorry but I'm not using models right now." 


—Judge. | 


Butler Waxes Wroth 
Over “Fear” Copy 


To the Editor: Here’s one clipped 
from current magazines. 

If you have any of Walter Win- 
chell’s scallions in the office garbage 
can you might pick the most oder- 


“I don’t think we 
_ can make it NO 


iferous and present it to the one re- 
sponsible for such colossal asininity. 

I marvel at the stupidity which 
prompts the injection of “fear” so 
clumsily in such expensive space. 
When I first saw the advertisement 
I thought of course the brute she was 
referring to had inadvertently pol- 
ished his boots with Goose Grease in- 
stead of Shinola and all the neigh- 
borhood cats had fared forth to block 
his path—what other logical reason 
could be given for making him tardy 
on so important a date? 

Secretly I admired him for meet- 
ing these “tough” times with a de- 
termined attempt to keep up appear- 
ances. 

Having a mind trained to dig to 


Voice of the Advertiser 


the bottom of things I discovered a 
few hours later that the beautiful 
woman’s pained expression was try 
ing to sell automobile polish—so, 
lieve me, after this I won’t polish 
my car at all, for my wife has enough) 
burdens to bear without being forced 
to the indignity of riding in the oli 
hack on which the wrong polish has 
been used. 


The depression and bank failure 
aren’t enough; we've got to worry 
about pink toothbrush, b. o., A. F, 
danger zones, Trench Mouth, bad 
breath, colonic poisons, falling hair 
and taxes—and now comes Lacquer 
Oxidation (it would get more atten 
tion if it were spelled “Liquor’’). 
What pleasure is left in life, any. 
way? { 

LESTER H. BUTLER, 
Sales Engineering and Market De 
velopment, Akron, O. 


7? F F 


Questions Benefits of 


Currency Inflation 

To the Editor: In the editorial in 
your April 22 issue, “Inflation and 
Advertising,” you comment on the 
benefit to accrue from the rise in 
commodity prices to be expected from 
a controlled inflation program and 
also of the benefit to accrue to the 
export trade from a depreciation of 
the dollar in ternis of foreign ex- 
change. 

It occurs to me that if, for in 
stance, commodity prices should rise 
20 per cent as a result of a 20 per 
cent depreciation of our money, will 
not the one factor offset the other, as. 
regards export trade? 


The only possible improvement a 
I can see would take place if there 
should exist a sufficient difference 
between the percentage of rise in 
commodity prices and the percent 
age of depreciation of the money. 
Such a difference, however, could 
naturally not be ascribed to inflation, 
but would have to be based on ae 
factors. 


There is one exception to this last 
statement, i. e., such a depreciation 
of our money would enable foreig 
debtors to pay their obligations to us 
with less of their money, and to that 
extent increase their buying powel 
and enable them to buy more from 
us. 


I am glad that inflation has nol 
yet caused the subscription price o! 
our good little weekly to go -— 
rocketing and hasten to enclose 
pre-inflation buck, so as to be on the 
safe side. Now I’ve done this, let 
the inflation come on and do what 
it wants to with the export trade. 


F. F. Risa, 
Foreign Language Advertising, 
Belleville, Ill. 
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ADVERTISING AGE 


Waar funny looking creatures!” 
exclaimed Alice, who had never roamed further 
rural than Flushing, the limit of the Red Queen’s 
domain. vr 

“They’re cows,” said the Mad Hatter ab- 
sently, between munches. Then with some show 
of interest, ““They produce milk. For the rest I 
try not to think about them. Quite gabby, you 
see—always tooting their own horns.” 

‘Could I talk with them?” Alice asked some- 
what dubiously. 

“Easiest thing in the world,” sighed the Mad 
Hatter. “But don’t mind if I don’t listen. You 
see, before I took up hatting I used to be a space 
buyer—I mean—milk buyer. It sort of got me. 
You know? Mad patter—Mad Hatter?” He 
lapsed into doleful silence. 

Alice didn’t know whether to be more sorry 
for the Mad Hatter or for the sad-eyed, shriv- 
elled and somewhat purplish bovine to her right. 

“Have you been fasting?” inquired Alice 
timidly, thinking of Mr. Ghandi. 

“Of course not!” snapped the cow. “If you 
must know, I’m very old and somewhat sacred 
and exceedingly well taken care of. As for fodder, 
I get as much as that unconscionable heavy- 
weight heifer with the pendulous udder. At 
least, I used to before the Depression.” 

“Then why are you so sort of dried up?” 
asked Alice curiously. 

“Because,” retorted the cow, “I go in for 
quality, not quantity. My circulation is limited, 


very discriminating. I cater to only the exclusive 


babies. Naturally, I produce only enough for 
them—four quarts a day, to be exact.” 
“Tt must be very fine milk,” remarked Alice. 


~=-*“Ultra ultra!” exclaimed the cow. “And the 


most aristocratic pale blue! You seem rather 
refined, my dear. Perhaps you could use some? 
It’s very inexpensive, you know. One dollar for 
an entire day’s issue!” 

“Dear me,” pondered Alice. “I don’t quite 
know. . . . What about the heifer? Does she sell 
milk too?” 

“Yes. But, my dear, keep away from the 
heifer! She’s the most expensive medium in 
town. Fancy, she charges two full dollars for a 
day’s issue!”’ 

“How much does she produce in a day?” 
asked Alice. 

“Oh, forty quarts, I believe. But it’s the most 
common sort of milk—anybody and everybody 
drinks it.” 

‘But I don’t seem to understand,” said Alice, 
making lightning calculations on her finger tips. 
“One dollar for four quarts—two dollars for 
forty quarts—let me see——” 

“That’s not the way to do it,” interjected the 
old cow hastily. “You must be a very stupid 
little girl. You see, hereabouts nobody buys 
milk by the quart—they buy it by the issue. 
That makes my issue the very cheapest one in 
town. Savvy?” 

“Well, of all the—” began Alice, who wasn’t 
quite sure how to proceed. 

‘Cheaper, and better,” pursued the bovine, 
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LITTLE Alice Advertiser 
and the Sacred Cow... 


~ 
POOP a Re erode 


more placidly. “Don’t forget the pale aristo- 
cratic blue.” 

“But I like rich, creamy milk,” objected 
Alice. ‘And if anybody and everybody likes the 
fat cow’s milk, it can’t be so terrible.” 

*‘“Haven’t you any pride?” sneered the classy 
cow. “Or are you like all the rest nowadays? 
Don’t you go for age and the social register?” 

“Make it coverage and the cash register and 
I might be interested,” chirruped Alice, who 
was getting to be a hard-boiled little girl after 
three years of the Depression! 


Tus little fable is published by a news- 

paper in New York City, known as The News. 

The News is not a very old newspaper and in 

no sense select, as some 1,450,000 buyers select 

it each day. Neither is it a select advertising 
medium, as a great many advertisers use it. 

But apparently it is a very satisfactory 
medium, because it delivers so much circulation 
so cheaply and produces unusual results, quan- 
titatively speaking, at very low cost. Conse- 
quently it is carrying more display advertising 
in 1933 than any other New York newspaper. 

If you would like a little more milk from the 
New York market, send along some advertising 


fodder to The News and polish up your pails.” 


The News yield is rich in profit fat, and the high 
cream content is good for infant industries and 
invalid sales records. Just give your order to any 
of our representatives or send it by mail. We 
make deliveries every day. 
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AIR COOLING 
IS STRESSED 
IN M.P. COPY 


St. Louis, Mo., May 4.—Missouri 
Pacific Lines has launched an exten- 
sive advertising campaign featuring 
the air-cooled dining and lounge cars 
on its crack passenger trains in the 
territory west, southwest and south 
of this city through which its trains 
are operated. 

The campaign includes large space 
in 103 newspapers, outdoor showings 
in 15 cities, and a series of five mail- 
ing pieces to prospective travelers 
over the lines. It will continue for 
eight weeks, and will involve an ex- 
penditure of over $50,000. 

Newspaper copy, which initially 
appeared last Thursday, is scheduled 
for once a week insertion, although 
in some cities it will appear as fre- 
quently as three times a week, de- 
pending upon the number of metro- 
politan dailies in the area to be cov- 
ered. Outdoor postings will be lim- 
ited to structures owned by the rail- 
road, or located on railroad property. 

Copy for the Sunshine Special, 
crack train from St. Louis to points 
in Texas and to New Orleans, takes 
advantage of the train’s name to 
announce “It’s 70° in the ‘Sunshine’ 
when it’s 100° in the shade,” and is 
appearing throughout the company’s 
territory, as far west as Los Angeles. 
Space ranging in size from 250 to 
1,260 lines is being used. 

Similar copy stressing the Scenic 
Limited and other crack western 
trains is being run from St. Louis 
as far west as Pueblo, Colo. 

While the major copy theme in the 
current campaign is built around the 
air-cooled dining and lounge cars, 
the opportunity to further impress 
the public with the railroad’s slogan, 
“A Service Institution,” is not over- 
looked. Part of the newspaper copy 
is devoted to a message from the 
road’s president, L. W. Baldwin, 
which tells of the dependable char- 
acter of Missouri Pacific employes. 


Smithfield Hams to 
Erwin, Wasey & Coa 


Following the purchase of 51 per 
cent of its stock by the Bahama 
Isles Foods Corporation, New York, 
the account of the Smithfield Ham 
& Products Company, Smithfield, 
Va., has been placed with the New 
York office of Erwin, Wasey & Co. 

L. R. Wasey, chairman of the board 
of Erwin, Wasey & Co., is one of the 
principal stockholders in the re- 
cently organized Bahama Isles Foods 
Corporation, which is now marketing 
Konktail, Conch chowder and Conch 
broth. The Smithfield line, which 
has been manufactured more than 
100 years, comprises raw and cooked 
whole hams and deviled ham. 


Californians Start 


Annual Drive for Funds 


Californians, Inc., northern and 
central California community adver- 
tising organization, this week started 
its annual drive for funds. The goal 
sought is $150,000, compared with last 
year’s total of $126,867. In 1928 the 
fund totalled $361,618. 

Lord & Thomas, San Francisco, are 
in charge of the organization’s ad- 
vertising. 


Miller Leaves A. G. M. A. 


Robert F. Miller, formerly a mer- 
chandising executive with N. W. 
Ayer & Son, Curtis Publishing Com- 
pany and other leading corporations, 
has resigned as executive vice-presi- 
dent of the Associated Grocery Man- 
ufacturers of America, New York, to 
become president of the United 
States Travel Association, Chicago. 


Dombrower Moves 


Ralph L. Dombrower Company, 
Inc., advertising, has moved to its 
new home at 210 Franklin St., E., 
Richmond, Va. 


Woodford Resigns 


R. H. Woodford, general sales man- 
ages, The Mennen Company, Newark, 
N. J., has resigned. 


AIR-COOLED CARS FEATURED IN HUGE DRIVE 
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Missour Pacific Liees bas ae army of loyal courteous 
employes, each ove of whom considers tt his job to 
make your wip comformbie sed pleasant. . . 
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Introductory newspaper copy in the current Missouri Pacific campaign, 
which stresses the extra comfort of traveling in air-cooled cars. 


New Type Illuminated 
Display Is Developed 


Neon Products, Inc., Lima, O., has 
developed a new imitation Neon, 
bulb-illuminated display known as 
Glow-Lite, which is said to be inex- 
pensive enough so that it can be 
widely distributed among retail out- 
lets. 

The double sheet glass face of the 
display has either opaque processed 
letters or background over which @ 
brilliantly colored transparent ma- 
terial is laid. Illumination is pro- 
vided by a bulb in back of the glass 
face. Kings Brewery, Brooklyn, and 
General Foods Corporation, are re- 
ported to have placed large orders 
for the displays. 


Difficult Problem 


Anxious to impress upon the pub- 
lic the fact that Plymouth is working 
busily because of an influx of orders, 
and fearful at the same time of in- 
ducing a march of unemployed to 
the Plymouth factories, J. Stirling 
Getchell, Inc., the Plymouth agency, 
this week found it necessary to 
temper its news release announcing 
a 100 per cent increase in employ- 
ment with a letter to the editor 
pointing out that the company still 
has a waiting list of approved work- 
ers. 


Repeat Coffee Programs 


Because the annual advent of day- 
light saving time made the Maxwell 
House Show Boat program, broadcast 
from New York, reach the west coast 
sometime in the afternoon, the com- 
pany has decided to repeat the pro- 
gram for the western states at la. m., 
eastern daylight saving time, the 
equivalent of 9 p. m. on the coast. 


Advertise Fertilizer 


Pacific Bone, Coal & Fertilizer 
Company, San Francisco, is releasing 
a campaign for Cala-Bone, a new 
bone-meal fertilizer. Direct mail, 
farm papers and interior newspapers 
in California will be used through 
D’Evelyn & Wadsworth, San Fran- 
cisco. 


Features Drip Pot 


Another recruit to the ranks of 
coffee companies which have been 
featuring drip pots in deals is Folger 
Coffee Company, San _ Francisco. 
which is using large space in local 
dailies. Botsford, Constantine & 
Gardner are in charge. 


Bozell Has New Office 


Lee Bozell, president of Bozell- 
Jacobs Advertising Agency, Omaha, 
Neb., has been elected vice-president 
of Omaha and Council Bluffs Street 
Railway Company. He will continue 
his agency duties. 


‘Thirty’ for 
W. E. Haskell, 


Newspaperman 


Salisbury, Md., May 3.—Col. Wil- 
liam E. Haskell, 72, who moulded 
public opinion as publisher of some 
rof the country’® foremost newspa- 
pers, died here yesterday. He retired 
from active business six years ago, 
after a term of years with the In- 
ternational Paper Company, which 
supplies newsprint to many dailies. 

Col. Haskell was credited with 
founding The Crimson, one of the 
first and most prominent college pa- 
pers of the country. He entered 
Harvard in the early 80’s and created 
an outlet for his restless pen by 
starting the publication which was 
to become the pattern for all others. 
The original name was Harvard 
Daily Herald. 

After graduating in 1885, Col. Has- 
kell became co-publisher of the Min 
neapolis Tribune with C. M. Palmer 
Later events took him successively 
to the Minneapolis Times and Jour- 
nal, New York American, Evening 
Journal and Boston Heruid. After 
the latter combined with the Trav- 
eler, he wrote finis to his active 
newspaper career, entering the sup- 
ply end of the business. 

A son, William E. Haskell, Jr., is 
executive assistant to the president 
of the New York Tribune, Inc. 


Seven Accounts Go to 
Campbell-Mithun 


Campbell-Mithun, Inc., newly or- 
ganized Minneapolis agency, has been 
appointed to handle advertising for 
Charles Arnao Company; Andersen 
Frame Corporation; Cade Company; 
Hall Hardware Company; Land 
O’Lakes Creameries, Inc.; McLaugh- 
lin Gormley King Company; and 
Northwest Bancorporation. 

George Mohlke has been named 
space buyer for the agency. 


Pretzels to the Fore 


National Biscuit Company took ad- 
vantage of the well known affinity 
between beer and pretzels to feature 
its twisted delicacies in a full-color 
page in the April 28 issue of Ameri- 
can Weekly. 


Stresses World’s Fair 


Southern Pacific is using large 
space in coast dailies to feature a 
number of special summer fares to 
Chicago in connection with the 


world’s fair. 


Scion of Soap 


Family Returns 
To Wage Battle 


Chicago, May 4.—Walter R. Kirk, 
who was with the James S. Kirk 
Company when it was purchased by 
the Procter & Gamble Company in 
1930, has re-entered the soap field 
and will make his public debut as 
an independent manufacturer May 
16, when initial newspaper copy will 
appear in Chicago. 

Associated with Walter R. Kirk, 
Inc., as general manager is David M. 
Emms, noted through his former con- 
nection with Calumet Baking Pow- 
der Company. 

The Kirk trade-mark is “Fancy- 
Dress,” and it will be applied to 
both Hardwater Soap Flakes and a 
Family Soap Cake It is interesting 
to note that the James S. Kirk Soap 
Company’s brand was and is “Amer- 
ican Family.” 

The new Kirk campaign will start 
in Chicago, in which distribution is 
rapidly being completed through 
food stores, and will, according to 
present plans, be quickly extended to 
other cities. 

C. Wendel Muench & Co., the 
agency in charge, will reverse the 
usual presentation method, starting 
with 50-line copy and obtaining a 
crescendo effect with 200, then 740 
lines. 

The Fancy-Dress line will be ad- 
vertised as an all-purpose. soap, 
equally suitable for toilet or clean- 
ing use. 


Thomas to Publish 
Equipment Paper 

Thomas Publishing Company, New 
York, publisher of Thomas’ Register, 
has announced the organization of an 
equipment news division to publish 
a new monthly, Industrial Equipment 
News. 

The publication, which will go to 
plant operating men and others in- 
terested in new and improved indus- 
trial equipment parts and material, 
will be distributed to 30,000 operat- 
ing men taken from Thomas’ Regis- 
ter’s master list of leading manufac- 
turers. 

F. Morse Smith, formerly with 
Factory and the McGraw-Hill Pub- 
lishing Company, is manager of the 
new publication. It will be edited by 
W. E. Irish, formerly with American 
Machinist and Product Engineering. 


G. C. Smith Survives 
Brother by 11 Days 


George Campbell Smith, Sr., vice- 
president and treasurer of the Street 
& Smith Publishing Company, New 
York, died last week at the age of 
75. The death of his brother, Or. 
mond G. Smith, president of the firm, 
preceded his by only 11 days. 

The work of establishing and di- 
recting the large publishing  busi- 
ness was divided between the two 
brothers. In more recent years the 
responsibility was shared by George 
C. Smith, Jr., vice-president and a 
director of the firm. 


Nancy Naghten Starts 
Neighborhood Paper 


Nancy Naghten, formerly a copy 
writer for Mitchell-Faust-Dickson & 
Wieland, Chicago agency, is the pub- 
lisher of “Harbor View Gossip,” a 


neighborhood publication devoted to 


the “silver shore” district of Chicago 
parelleling Lincoln Park. The cir- 
culation is 3,000 and the paper is 
issued fortnightly. “Harbor View 
Gossip” features personals, with 100 
individual mentions in each issue. 


Start New Agency 


Thomas Wheeler and Lawrence N. 
Fregau have organized Wheeler, 
Fregau and Associates, an advertis- 
ing agency, at 17 South High St., 
Columbus, O. 


Named for Brewery 


Hauser Brewing Company, Los An- 
geles affiliate of Hauser Packing Com- 
pany, has placed its advertising with 
Doremus & Co. Current copy offers 
stock in the company. 


Brewer Names McCord 


Advertising of Theodore Hamm 
Brewing Company, St. Paul, Minn., 
has been placed with McCord Com- 
pany, St. Paul. 


AUTO RADIOS TO. 
BE FEATURED IN 
RCA-VICTOR COP 


Camden, N. J., May 4.—Feelj 
that the psychological moment hy 
arrived for the sale of automobil 
radios, RCA-Victor Company wij 
shortly launch a heavy magazin 
campaign designed to make motor 
ists feel that their vacations will 
only half complete without news anj 
amusement from the outside worli 

The advertising will appear in 0g 
lier’s, Liberty, Popular Mechanig 
Popular Science, Saturday Evenin 
Post and Time. It will extoll the ¢ 
ficiency of the new M-34 Model, noy 
available at a new low price. 

An arresting series of newspape 
mats and electros has been mat 
available to dealers and others. 4 
direct-mail campaign is also bein) 
provided. For point-of-sale promotion) 
RCA-Victor has prepared two spec) 
tacular displays, each allowing the 
actual receiver to be fitted in. Other 
colorful material is also aiding deal 
ers to cash in on the magazine copy 

The trade is receiving these plans 
with enthusiasm, believing that auto 
radio is going to banish the sum 
mer slump. 

Heretofore, about 50 per cent of 
all radios have been sold in fou 
months—from September to Decem 
ber, inclusive. While production of 
automobile radios has been consider 
ably larger than generally believed, 
the percentage of the automobile 
equipped with them is almost neg. 
ligible, according to the company. 

In 1931, the last year for which 
complete figures are available, pro 
duction of automobile radios num 
bered 93,000, with an aggregate value 
of $2,976,000. In spite of the depres 
sion America is still driving over 
24,000,000 motor vehicles. The pos 
sibilities for the auto radio set, there 
fore, are regarded as almost unlim 
ited, particularly since most of the 
states which formerly banned them 
have withdrawn their proscriptions 


LON ON 


Foreign Musicians 
Open Fight on ASCAP 


Gene Buck and Edwin C. Mills, 
president and general manager, re 
spectively, of the American Society 
of Composers, Authors and Publish- 
ers, New York, have been made de) 
tendants in a suit filed by the So) 
ciety of European Stage Authors and) 
Composers, Inec., New York, 7 
$250,000 damages. 

It is alleged the defendants wrong: 
fully and maliciously made false 
statements about the plaintiff which’ 
broke off negotiations leading to 4 
contract whereby the Columbia 
Broadcasting System was to pay the 
foreign organization $17,850 for a 
year’s license covering the use of” 
copyrights controlled by the society. 


Mary Garden Bars 
Use of Her Name 


Mary Garden, the opera singer, 
suing in the New York Supreme. 
Court, has succeeded in restraining 
Rigaud Parfumeur-Paris, New York, 
from using her name on the well) 
known line of toiletries. 

The firm’s right to the use of the’ 
name was obtained through Miss_ 
Garden’s agent 20 years ago. The 
court held that the permission could 
be revoked and awarded the singer 
six cents damages. 


Hammarstrom Joins 
Kenyon & Eckhardt 


Coming from the Samuel C. Croot 
Co., Charles A. Hammarstrom has 
joined Kenyon & Eckhardt, Inc., New 
York, as account manager. 

As a marketing executive with 
New York firms, a lecturer at New 
York University and a contributor 
to class publications, he has been 
recognized as an authority on pric: 
ing policies, merchandising and ad- 
vertising. 


Holford Picks Kraff 


Cc. H. Holford, Minneapolis, Minn., 
drug manufacturer, has placed his 
account with Kraff Advertising 


Agency, Minneapolis. 
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May 6, 1933 


ADVERTISING AGE 


—— 


TIGHTEN RULES 
ON PUBLISHERS’ 
A.B. C. REPORTS 


New York, May 4.—Action de- 
signed to secure prompt issuance of 
publishers’ statements when due was 
taken by directors of the Audit Bu- 
reau of Circulations at their monthly 
meeting last week-end. 

Unless these statements are re- 
ceived at headquarters within one 
month after the close of the period 
covered by the statement, members 
will be informed of the facts and 
asked to disregard previous state- 
ments. 

Unless the delinquent member has 
advanced a valid reason why this 
rule should not apply, he may also 
be cited to appear before the direc- 
tors and show cause why a penalty 
shall not be imposed. 

The moratorium on the three 
months arrearage rule, which would 
have expired June 30, 1933, was ex- 
tended to December 31, 1933. This 
means that all subscriptions expiring 
during 1933 may be counted as paid 
subscriptions until not more than six 
months in arrears. 


Committees Continue 


The committee headed by T. F. 
Driscoll, of Armour & Co., was 
authorized to continue its work. This 
committee is studying a substitute 
for the present data on city and re- 
tail trading zones in publishers’ 
statements and audit reports. The 
moratorium on changes will be con- 
tinued in the meanwhile. 

President Thomson appointed a 
committee to develop a plan of get- 
ting advertisers committed to co- 
operation with publisher members. 
R. F. Rogan, Procter & Gamble Com- 
pany, Cincinnati, is chairman, other 
members being William A. Hart, E. I. 
du Pont de Nemours & Co.; Frank J. 
Hermes, Blackman Company; Guy C. 
Smith, Libby, McNeill & Libby; and 
Donald B. Douglas, Quaker Oats Com- 
pany. 

D. P. Brother, Campbell-Ewald 
Company, Detroit, was elected to the 
board from the agency division, suc- 
ceeding William D’Arcy, resigned. 

W. F. Hall Printing Company, Chi- 
cago, was elected to membership in 
the advertiser division. 


Core to Direct All 
Spartan Advertising 


Consolidating all advertising and 
promotional activity into one depart- 
ment, Sparks- Withington Company, 
Jackson, Mich., has announced the 
appointment of Guy C. Core as adver- 
tising director. 

In his new capacity, Mr. Core, who 
has handled the advertising of the 
electrical refrigeration division since 


_ its inception, will also have charge of 


advertising of the company’s line of 
radios and electrical horns. 


Agency Man Doubles 


on Client’s Program 


John J. Selig, Jr., president of the 
Selig for Sales Advertising Agency, 
New York, is acting as guest an. 
nouncer on the new radio program 
of the company’s client, Englander 
Spring Bed Co. 

The song and comedy program, 
now two weeks old, features Vivian 
Vance, the Englander Girl, over 
WINS two evenings a week. 


Maxon Office Moves 


Following removal of the electrical 
refrigeration and specialty appliance 
sales departments of General Electric 
Company from the Hanna Bldg. to 
Nela Park, Cleveland, the local office 
of Maxon, Inc., the company’s agency, 
has also been moved to Nela Park. 


Joins “Transcript” 

Wm. H. Pond, formerly with the 
Boston Globe and Eastern Advertis- 
ing Company, has joined the na- 
tional advertising staff of Boston 
Evening Transcript. 


Cow Judgers Wanted 


Hoard’s Dairyman, Fort Atkinson, 
Wis., has sent out entry blanks for 


Tests Readers 


The Rotarian, Chicago, official 
organ of Rotary International, has 
launched a test designed to de 
termine how carefully the publica- 
tion is read, with a contest requiring 
answers gleaned from the material 
in the publication. 


Start Morning Paper 


Vancouver News-Herald, a new 
morning daily, has been launched at 
Vancouver, B. C., by Gustav Silvertz, 
former managing director of Van- 
couver News and before that with 
Vancouver Star, and Albert H. Wil- 
liamson, also formerly connected with 
both papers. 


Leon & Held Move 


Offices of Leon & Held, Inc., New 
York agency, have been moved to 
larger quarters at 1775 Broadway. 


Dual Dealership 
Will Not Affect 
G. M. Copy Plans 


Detroit, Mich., May 4.—Inaugura- 
tion of dual dealerships by General 
Motors Corporation in cities where 
the local sales situation has sug- 
gested advisibility of the plan, will 
not affect the national advertising 
policies of the corporation’s automo- 
tive units, officials made known this 
week. Each unit will continue to 
advertise its own car individually, 
as in the past. 

Although tried here and there for 
the past year, the combined dealer- 
ship plan did not reach significant 


proportions until this spring, when 
it was given swift acceleration by 
the corporation. Protection of the 
large capital investments of their 
dealers is given by sales heads as 
the reason for prosecution of the 
program. 


Dealerships Vary 


Determination of which two cars 
to league under one agency is being 
determined by the particular situa- 
tion holding sway in each city, rather 
than on definite national lines. Olds- 
mobile with Cadillac in larger cities, 
Oldsmobile with Chevrolet in smaller 
towns, and Buick with Pontiac are 
among the most frequent combina- 
tions. 

Newspaper space used to announce 
new combinations is being placed co- 
operatively by the corporation and 


dealers. 


W. K. Page Promoted 


W. K. Page, formerly advertising 
manager of Addressograph - Multi- 
graph Corporation, and sales man- 
ager of the Addressograph Company 
division, has been named general 
sales manager of the former com- 
pany. He will have charge of sales 
and advertising. 


Gets Gatke Account 


Advertising of Gatke Corporation, 
Chicago, including that of Asbestos 
Textile Company division, has been 
placed with Fensholt Company, Chi- 
cago. Trade papers, direct mail, and 
dealer helps will be used. 


Names Representative 
A. C. Boughton, 10 S. La Salle St., 
has been named Chicago representa- 
tive for Packaging Review, San Fran- 
cisco, newly launched bi-monthly. 


If you’ re 


dium— 


its third annual advertising men’s 
cow judging contest. 


Louisville and its Kentucky and South- 
ern Indiana trading territory, Kentucki- 
ana, can be reached and sold at a single 
low cost by concentrating in a single me- 
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This consistent high ranking in 
bank clearings is one of the reasons 
for Leouisville’s being classified as 
one of the most active business cen- 
ters in the country today. 
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N almost 10,000 A & P, Kroger, Safeway, 

National Tea, New England Grocer and 
other great chain grocery store windows, this 
first issue of “Do You Know Your Groceries” 
stopped customers and passers-by with its in- 
teresting facts about what aptly has been called 
‘the most romantic business in the world!’ One 
chain reprinted the page in 65,000 consumer 
circulars. 

The second issue, just as interesting, goes 
to these same stores because they asked for all 
future issues—and to many others as well. 

Consumers, the stores say, talk about these 
facts to the clerks. School children tell about 
them in their classes and dumbfound their 
parents with newly gained knowledge. 


Grocers, jobbers, manufacturers and adver- 
tising men are sending us information—are 
helping us make this unique tie-up between 
Cosmopolitan and advertised products more 
valuable to every one connected with the food 
industry. 

Next month’s edition of ‘‘Do You Know 
Your Groceries”’ will be much larger than this 
first one, but no matter how many we dis- 
tribute free we'll never equal the number of 
copies of Cosmopolitan that are bought every 
month for 25c. 

In many more than one and one-half million 
copies of Cosmopolitan, your advertisement 
reminds the readers how well they ought to 
know your groceries. 
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DRUG MEETING 
LEARNS OF NEW 
JOBBER SURVEY 


Forms Help to Maintain 
Retail Prices 


St. Louis, Mo., May 4.—A prelim- 
inary report on the forthcoming sur- 
vey of Wholesale Druggist Services 
and a discussion of letter forms for 
manufacturers desiring to stabilize 
retail selling prices featured an in- 
formal meeting of drug manufac- 
turers and wholesalers here over the 
week-end. 

Dr. E. L. Newcomb, secretary of the 
National Wholesale Druggists’ Asso- 
ciation, New York, which authorized 
the survey at the request of manu- 
facturers, said the survey will be 
completed and results published be- 
fore the fall meeting of his organ- 
ization. 

The survey will give a picture of 
drug distribution in 87 trading areas 
and will indicate whether any man- 
ufacturer’s needs are well served by 
wholesale druggists or whether sup- 
plementary channels are required. 

The work will fall into three 
classes: 

1. A survey of coverage by whole. 
salers. 

2. Confidential survey of the finan- 
cial and sales structures of service 
wholesale drug organizations. 

3. Presentation and analysis of 
this material in printed and charted 
form for guidance of manufacturers 
in studying distribution problems. 


Study Price Maintenance 


A school of business is developing 
additional data on sales and inven- 
tories of wholesalers. 

J. T. Woodside, president of the 
Western Company, Chicago, presided 
at a joint meeting of manufacturers 
and wholesalers at which letter 
forms approved by attorneys as 
within the law were distributed. 

While the form varied, the sub- 


stance of each was similar. It is 


summed up in this excerpt: 

“Goods purchased from us are 
yours, and it is your privilege to 
sell them at any price that suits you. 
We cannot ask or receive any agree- 
ment, written, oral or implied, that 
you will sell at prices or under con- 
ditions dictated by us. We can, how- 
ever, decline to sell our goods to any 
firm for any reason or no reason. 
Accordingly we reserve the right to 
refuse to sell firms whose trade prac- 
tices seem to us unsatisfactory.” 

This letter was directed to job- 
bers. Another, also written to whole. 
salers, but discussing price-cutting 
by dealers, said in part: 

“We request that our prescribed 
discounts from wholesaler to retailer 
shall not be exceeded. The classes 
of retailers to be sold are druggists, 


jewelers, stationers, department 
stores, school supply stores, book 
stores, and in small communities, 


general stores. We do not wish our 
product to be sold to grocery stores 
or five-and-ten-cent stores. 


Outlines Policy 


“Our policy is to take every law: 
ful step at our command to see that 
price-cutting retailers do not receive 
our products, and we respectfully re- 
quest the wholesaler to sell only to 
those dealers who believe in obtain- 
ing the margin of profit they are en- 
titled to and whom they believe wil) 
not cut the price. 

“The law prevents our accepting 
assurances of any kind that our dis- 
counts will be maintained, but we 
can only say that our business rela- 
tions can continue with any whole- 
saler only so long as our discounts 
are maintained and his dealers sell 
according to our established prices. 

“We cannot and do not solicit in- 
formation as to failures to follow our 
discounts, but we will use every pos- 
sible legal means to discover such 
cases and discontinue selling to the 
offending account. 

“This latter step of discounting re- 
lations is the only one permitted 
us by law. We make this explana- 
tion here because we wish to abide 
strictly by the law and to explain our 
seemingly arbitrary system. 

“In order to control our distribu- 
tion, we ask that each wholesale 
house shall agree not to sell to other 
wholesale houses.” 
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This simulated magazine page was one of the direct mail pieces used 

by Morey Mercantile Company, Denver, to introduce its offer of a 

special drip coffee pot with a pound of coffee to housewives in the 
Rocky Mountain area. 


Champion Starts 
Whirlwind Drive 


On“Change Week” 


Toledo, Ohio, May 4.—‘National 
Change Week,” May 7-14, inaugurated 
by Champion Spark Plug Company 
ten years ago, which during the past 
few years took on the aspect of an 
entire-industry campaign, this year 
will revert back to its original con- 
ception, and will be sponsored by 
Champion, alone. 

Copy will feature this year’s slo- 
gan, “Get set for another 10,000 miles 
with Champion extra range spark 
plugs.” 

MacManus, Inc., Detroit, is in 
charge of the campaign, which will 
embrace the company’s entire list of 
national magazines and farm papers, 
and will be supplemented by a spe- 
cial newspaper drive. 

Starting May 7, 59 newspapers will 
carry 840-line copy. An intensive 
campaign to the trade, marked by 
special prize contests, precedes the 
public presentation. 


H. P. Hoheisel Heads 
Oklahoma City Club 


H. Paul Hoheisel, Oklahoma Gas 
and Electric Company, has_ been 
elected president of Oklahoma City 
Advertising Club, succeeding Harold 
Halsell, agency head. Other officers 
are John E. Wolf, vice-president, and 
E. H. Alexander, secretary. 

Members of the board include 
Beatrice Foote; James Andrews; Ray 
K. Glenn, Ray K. Gleen Advertising 
Agency; Joseph Schlegel, advertising 
manager, Oklahoma News; Hugh B. 
Terry, station WKY, and the retir- 
ing president. 


Playlet Available 


Neal D. Kelly, vice-president, Baw- 
den Bros., Inc., Davenport, Ia., 
agency, has announced that copies of 
a playlet he wrote for presentation 
before the Davenport Advertising 
Club, built around the ethics of ad- 
vertising, are available for use by 
other organizations, without charge, 
except for a nominal fee to cover the 
cost of multigraphing. 


Billingham with Latz 

Ray Billingham, for 10 years with 
the Chilton Company, Philadelphia 
automotive business paper publishers 
and more recently New England rep- 
resentative of Automotive Industries, 
has joined Harry Latz Service, Inc., 
New York, as vice-president and ac- 
count executive. 


Mary Coffey Re-Elected 


By Chicago Women 


Mary Coffey, Guenther Bradford & 
Co., was re-elected president of 
Woman’s Advertising Club of Chicago 
at the annual meeting. Other officers 
are E. Evalyn Grumbine, Rand Mc- 
Nally & Co., first vice-president; Scotch 
Jenness Avery, second vice-president; 
Sylvia Bloom, Chicago Motor Club, 
recording secretary; Margaret Chase, 
Kier Letter Company, corresponding 
secretary; Sadie Grogan, Landfield 
Printing Company, treasurer; Treva 
B. Cooley, Specialty Salesman Maga- 
zine, historian. 

Committee chairmen are: Member- 
ship, Helene Peohlman, Barron G. 
Collier; program, Aubyn Chinn, Na- 
tional Dairy Council; publicity, Mary 
Gene Hoche, Club Aluminum Com- 
pany; vocational, Clara Funk, Robert 
G. Marshall Letter Company; social, 
Mercedes Hurst, Commonwealth Edi- 
son Company; finance, Gertrude B. 
Byrne, McKittrick Directory of Ad- 
vertisers. 


Departmental Chairmen 
for P. A. C. A. Are Named 


Departmental chairmen for the an- 
nual meeting of Pacific Advertising 
Clubs Association in Sacramento, 
June 18-21, include: Walter W. R. 
May, Portland Chamber of Commerce 
and formerly with Morning Oregon- 
ian, newspapers; Mrs. Beatrice F. 
Woerner, White House, San Fran- 
cisco, retail advertising; Edgar P. 
Nelson, San Francisco, window dis- 
play; Merriman H. Holtz, Proctor’s, 
Portland, motion picture. 

Speakers will include Lewis E. 
Haas, advertising manager, San Fran- 
cisco Chronicle; G. W. Roche, direc- 
tor of retail advertising, Spokane 
Spokesman-Review; C. B. Lindeman, 
Seattle Post-Intelligencer; and H. J. 
Harrison, classified advertising man- 
ager, San Francisco Chronicle. 


P. Duff & Sons, Inc., 
Appoints B., B., D. & O. 


P. Duff & Sons, Inc., Pittsburgh, 
makers of molasses, gingerbread and 
a line of quick-cooking bread and 
cake flours, has appointed Batten, 
Barton, Durstine & Osborn, Inc., New 
York. 


Gibson Changes 


David B. Gibson has resigned as 
vice-president of Industrial Publica- 
tions, Inc., Chicago, to become vice- 
president of Western Brewer, also of 
Chicago. 


Launch Canvas Copy 


Rhode Island Canvas Goods Manu- 
facturers’ Association, Providence, 
has launched a newspaper campaign 
on awnings for homes. 


USE “REPRINTS” 
IN CAMPAIGN ON 
DRIPIT COFFEE 


Denver, Colo., May 3.—Mailing 
pieces which simulated magazine and 
newspaper articles formed the back. 
bone for an unusual direct mail cam. 
paign just completed here by Morey 
Mercantile Company on behalf of its 
Solitaire coffee. 

The campaign, which followed 
more than a year of research work, 
was based on the theory that more 
coffee could be sold if it were possi- 
ble to simplify coffee making so that 
perfect results could be expected by 
the ordinary housewife at all times, 
Experiments proved, according to 
Ball and Davidson, Inc., the com. 
pany’s agency, that the drip pot 
method was satisfactory, and accord- 
ingly the market was scoured for a 
satisfactory, inexpensive drip pot, 
and a special blend was then devel- 
oped to suit the pot. 

Faced with the double problem of 
making the drip method popular and 
of selling its own blend for the brew- 
ing process, the company launched 
its direct mail campaign in two sec- 
tions. 

The first section, consisting of 
three pieces, was designed solely to 
convince housewives of the value of 
the drip method of making coffee, 
and it was decided that this could be 
done most effectively by using edi- 
torial style and making no mention 
whatever of brands, either in pots 
or coffees. 


In Editorial Style 


The first piece, in two colors, 
looked exactly like an article in a 
woman's magazine. Illustrated with 
a photograph of a couple seated at 
the breakfast table, microscopic 
views of two different grinds of 
coffee, and a picture of an unnamed 
drip coffee pot, the “article” was 
headed, “Now for a good cup of 
coffee, by Helene Hopkins,” and dis- 
cussed the merits of the drip method 
in typical editorial fashion. 

The second mailing in the series 
was of similar format, except that its 
authenticity as a reprint from a 
magazine was further attested to by 


the inclusion of fractional column | 


copy for a number of well known pro- 


ducts, including Nujol and Armand © 


toilet preparations. 


Winding up this phase of the cam- | 


paign was an illustrated “newspaper 
story,” telling the story of drip coffee 
in somewhat shorter form. While all 


of the pieces described the benefits | 


of making coffee by the drip method, 
and emphasized the necessity for us- 


ing coffee specially ground for this | 


purpose, no names of any kind ap- 
peared on the material, and there 
was no indication of an effort to sell 
anything. 

The build-up completed, the cam- 
paign entered its second phase with 
the mailing of three pieces of 
straight selling material, offering 
one pound of Solitaire Dripit coffee 
for one cent in connection with the 
purchase of a drip coffee pot for 89 
cents. 


White Named Head of 
Aluminium Cooking 


W. C. White, advertising manager 
of Aluminum Company of America, 
has been elected president and a di- 
rector of Aluminum Cooking Utensil 
Company, Pittsburgh, a subsidiary. 

Mr. White, who will continue as 
advertising manager for the parent 
company, has held that post since 
1928. In addition, he has been as- 
sistant to the president and general 
manager of the utensil company. 


Texaco and White 


Companies Cooperate 


The Texas Company and White 
Motor Company cooperated in a pub- 
licity stunt this week when a White 
water pumper started for A Century 
of Progress in Chicago from Cleve- 
fand to become a part of the Texaco 
exhibit. 

Fire Chief Ed Wynn, in effigy, 
perched on the driver’s seat, while 
two other effigies rode the running 
boards. 
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NEW INSURANCE 
CAMPAIGN AIMS 
AT YOUNG MEN 


Detroit, Mich., May 4.—Attuning its 
copy to the thoughts and interests of 
young men of from 25 to 45 years old, 
Sun Life Assurance Company of Can- 
ada has joined the expanding list of 
insurance companies seeking de- 
velopment of business through ad- 
vertising. 

The new campaign _ studiously 
avoids anything savoring of fear ad- 
vertising. As a member of the Elec- 
trograph Company, the agency in 
charge put it, “The copy attempts to 
appeal to young men and men who 
think young. The illustrations are 
anything but tear-jerkers, the cap- 
tions are snappy and the copy at- 
tempts to be just curbstone talk. 

“It is good-humored, cheerful, con- 
fident talk—breezy without flippancy 
—personal and friendly, yet reflect- 
ing the dignity and solidity of the 
company too.” 

The advertising will feature the 
popular Retirement Income Bond, un- 
der which the policyholder is guar- 
anteed an income after reaching re- 
tirement age. 

The initial advertisement in the 
series paraphrased a slogan which 
was made famous a few years back 
by Sweet Caporal cigarettes. 


“Dad Didn’t Know” 


“Ask Dad—he didn’t know,” said 
the caption. The illustration shows 
dad looking somewhat sheepish be- 
cause of the ignorance which keeps 
him punching the time-clock in his 
later years, while a smiling son si- 
lently resolves to do somewhat bet- 
ter for himself. 

Another advertisement will show 
two young men looking into a crystal 
ball, justifying the head, “I am my 
own fortune teller,” which again in- 
troduces the retirement plan. 

The campaign, running in Ameri- 
can Magazine, Collier's, The Satur- 
day Evening Post and Time, will be 
supported by a carefully organized 
follow-up by agents. This will in- 
clude not only cultivation of those 
who return coupons, but personal 
contact with picked prospects culti- 
vated by pre-approach letters carry- 
ing copies of current advertising. 


William Wolfson Starts 


Promotional Service 


William Wolfson has formed Wil- 
liam Wolfson and His Associates, 
Inc., at 1 Madison Ave., New York, 
to render a general advertising and 
sales advisory service. 

Mr. Wolfson has had many years’ 
experience in charge of advertising 
and sales for manufacturing com- 
panies, serving the Autopress Com- 
pany, New York, in this capacity in 
his last connection. 


Much Cooperative Copy 


Cooperative advertising is running 
in Omaha dailies at present for the 
following groups: milk dealers, dry 
cleaners, laundrymen, real _ estate 
agents, building trades, Omaha Auto- 
mobile Association, retail hardware 
stores, and Omaha Retailers Associa- 
tion. The last group is also using 
outdoor copy. 


Educates Stockholders 


Transamerica Corporation, San 
Francisco investment house, is using 
newspaper space in all dailies in 
eight California cities to educate its 
225,000 stockholders on the company’s 
investments. No effort is being made 
to sell stock. Charles R. Stuart, Inc., 
San Francisco, is the agency. 


Seeks Data on Schools 


Southern Newspaper Publishers’ 
Association is querying all publish- 
ers of southern dailies on their re- 
quirements, in order that the associa- 
tion may formulate a policy toward 
the number and kind of schools of 
journalism in the southern states. 


Cuts Truck Prices 


Reo Motor Car Company, Lansing. 
Mich., has announced a general re- 
duction in prices of trucks and speed: 
wagons, ranging up to $400. 


Clover Farm Stores 
Launch New Paper 


Clover Farm Stores Corporation, 
Cleveland, operating a large inde- 
pendently owned chain of grocery 
stores throughout the middle west, 
has started a new weekly tabloid for 
consumers, “The Four-Leaf Clover.” 
Sectional advertising is being sought 
to cover territorial costs. 

First issue was 100,000, but plans 
call for expansion of the print order 
to enable distribution throughout the 
chain. 


Bartlett Makes Change 


Lawrence T. Bartlett, for the past 
four years with House Beautiful, has 
joined the New York sales staff of 
The Country Life-American Home 
Corporation. 


Allowance for 


Advertising Is 
Called an Evil 


Columbus, O., May 2:—Secret dis- 
counts and allowances for advertis- 
ing, store displays and window ex- 
hibits are some of the outstanding 
evils of retail merchandising today, 
Prof. H. H. Maynard, head of the 
department of marketing, Ohio State 
University, told members of the Co- 
lumbus Advertising Club yesterday. 

Allowances for advertising, dis- 
plays and similar purposes are in 
many cases only a rebate in disguise, 


distributor who makes these allow- 
ances in the name of advertising 
seldom receives full return for his 
money. 

Better quality in merchandise and 
much closer cooperation between 
merchants were suggested as means 
of improving present unsatisfactory 
conditions in retail merchandising. 


New Dodge Trucks 


Dodge Brothers Corporation, De- 
troit, is introducing a new line of 
one and one-half ton trucks in 131 
and 157-inch wheelbase series. 


“Woman’s World” Moves 


The eastern advertising offices of 
Woman’s World, New York, in 
charge of Gordon P. Manning, have 


he asserted, and the manufacturer or 


been moved to 551 Fifth Ave. 


Rhoades Has Agency 


Rufus (“Dusty”) Rhoades, for the 
past four years advertising manager 
for Yellow Cab Company, San Fran- 
cisco, Los Angeles and Oakland, has 
organized the agency of Rufus 
Rhoades & Co. in the De Young Bldg., 
San Francisco. 


Soap Prices Raised 
Procter & Gamble Company has an- . 
nounced an increase of seven per cent 
in its wholesale prices on soap. Col- 
gate-Palmolive-Peet Company has ad- 
vanced the price of Crystal White 
laundry soap 15 cents a case. 


King Agency Liquidates 
King & Wiley & Co., Cleveland, O., 
agency, is undergoing voluntary liqui- 


dation. 


Ask us. 


FIRE! 


Hospital! 


It doesn't happen often, but when it does happen it 
can be very bad indeed. That is why fire-fighting 
equipment must be placed throughout the hospital, 
in quality and quantity sufficient to meet the always- 
possible emergency. 


Hence, Fireproof Construction 


Fireproof construction is, of course, the rule, with con- 
crete, steel and masonry for the frame and walls of 
the building, and with floors and trim of tile, terrazzo 
and marble, and with terracotta and the new bright 
metals for exterior ornamentation. 
most modern type are necessary to facilitate the han- 
dling of patients as well as of supplies. 


Elevators of the 


E Pluribus Unum! 


The fact is that it takes a combination of many things to make a down-to-date hospital. 
comprises the equivalent of an apartment building, a hotel, an office building, a restaurant, a 
laundry, a power plant, a bakery, a library, and a few other things; and now they're beginning 
to add some of the equipment of a picture theatre (ask Western Electric—no charge for the 
ad., Mr. Wolff) and of an amusement resort. 


$O-0-O— 


It's an interesting market for a variety of lines, inflation or no inflation. There is an enormous 
plant investment to keep in efficient condition, a vast population of patients and personnel to 
feed, house and care for. Isn't there business here for you? 


If so, HOSPITAL MANAGEMENT can help you. Here's a magazine devoted especially to the 
hospital executive, circulating regularly among the best of them, directed by the only editor in 
the field with fourteen years of consecutive experience. 


OSPITAL MANAGEMENT 


A. B. C.—A. B. P. 


537 S. Dearborn Street 


Pre-boom and anti-inflation rates. 
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WORLD RECOVERY 
TO BE THEME OF 
A. F. A. MEETING 


Ewald Outlines Program for 
Convention 


New York, May 2.—The theme for 
the 29th annual convention of the 
Advertising Federation of America, 
to be held in Grand Rapids from June 
25 to 29 next, will be “Advertising’s 
Job in the Changing World,” accord- 
ing to an announcement. made here 
today by Henry T. Ewald of Detroit, 
chairman of the national program 
committee for the convention. 


The theme was selected at a meet- 
ing of officers of the Advertising Fed- 
eration and members of the program 
committee held at the Advertising 
Club of New York. Mr. Ewald said 
that the slogan keys in with recog- 
nition of the part advertising must 
play, not only in the recovery of bus- 
iness in the United States but 
throughout the world as well. 


Plans of the national program com- 
mittee include invitations to nation- 
ally known men and women to ap- 
pear as speakers at the two general 
sessions of the convention, which 
will be held following luncheons on 
Monday, June 26, and Wednesday, 
June 28, and at the annual banquet 
Monday night. Those invited to 
speak include representatives of bus- 
iness and industry; the law, educa- 
tion, government and advertising. 


Special Programs 


In addition to the committee’s 
plans for the two general sessions 
and the annual dinner, special pro- 
gram committees representing na- 
tional merchandising and advertising 
associations affiliated with the Feder- 
ation are making arrangements for 
meetings and discussions which will 
form part of the convention program. 

An encouraging number of organi- 
zations identified with advertising 
have reserved space in the National 
Advertising Exhibit at the conven- 
tion, Mr. Bwald told the meeting. 
Those who have already arranged for 
booths in the exhibit include N. W. 
Ayer and Son, Campbell-Ewald Com- 
pany, McGraw-Hill Publishing Com- 
pany, J. R. Richards Company, 
Walker and Company, Detroit, Michi- 
gan Lithograph Company, Carpenter 
Paper Company, Hawthorn Paper 
Company, Central Michigan Paper 
Company, Bryan Paper Company, 
International Ink Company and Out- 
door Advertising Association of 
America. 

Those Present 


Those present at the meeting in- 
cluded: Gilbert T. Hodges, chairman 
of the board of the A. F. A. and 
member of the executive board of 
The Sun, New York; Joseph H. Appel, 
John Wanamaker; Bernard Lichten- 
berg, vice-president, Alexander Ham- 
ilton Institute; G. Lynn Sumner, 
president, G. Lynn Sumner Company; 
John Benson, president, American 
Association of Advertising Agencies; 
Earle Pearson, general manager, 
A. F. A.; Alfred T. Falk, chairman 
of the A. F. A. bureau of research 
and education; Stewart L. Mims, vice- 
president, J. Walter Thompson Com- 
pany; Gates Ferguson, Postal Tele- 
graph-Cable Company, chairman of 
the On-to-Grand Rapids Committee of 
the Advertising Club of New York; 
and William Klare, vice-president, 
Hotels Statler Company. 


Chicagoans Named 


Eleven Chicagoans have been named 
to various committees which will aid 
in making the work of the conven- 
tion move smoothly. They include: 

Charles C. Younggreen, Reincke- 
Ellis-Younggreen & Finn, former 
president and at present a director 
of A. F. A., chairman of the national 
publicity committee; Mary Coffey, 
Guenther-Bradford & Co., and W. H. 
Hodge, Byllesby Engineering and 
Management Corporation, members 
of the general program committee. 

‘Serving with Mr. Younggreen on 
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GIMBELS ANNIVERSARY 


Full-page newspaper copy for Gimbels, Pittsburgh, which demon- 

strated present low merchandise prices by quoting, beneath each of 

the old news pictures shown, the price at which the store then sold a 
certain item, and the price at which it is now being sold. 


the publicity committee are Col. 
Frank Knox, publisher, Chicago Daily 
News; H. Wesley Webb, American 
Telephone and Telegraph Company; 
and G. D. Crain, Jr., publisher, 
ADVERTISING AGE. 

Appointments to the national at- 
tendance committee include William 
E. Donahue, advertising director, 
Chicago Tribune; Basil Church, Cap- 
per Publications; H. K. Clark, Chi- 
cago representative of New York Sun; 
Thorne Donnelley, vice-president, 
Reuben H. Donnelley Corporation; 
and B. L. Robbins, General Outdoor 
Advertising Company. = = se* 


National Campaign 
Released for LaChoy 


A national newspaper campaign is 
being released by N. W. Ayer & Son, 
Inc., for LaChoy Food Products, Inc., 
Detroit, on special offers for chow 
mein and Chinese noodles. 

From Chicago east, the deal is a 
full-size can of noodles free with each 
purchase of a can of chow mein. 
The western offer is a combination 
package of both products for the 
price of one. 


Will Nominate 


Howard McKay, Foster & Kleiser, 
has been named chairman of the 
nominating committee of Advertising 
Club of Los Angeles. Other members 
are Frank Musseter, Southern Cali- 
fornia Telephone Company; F. W. 


Meyer, Platt Music Company, and 
Anson Bushnell, Christian Science 
Monitor. 


Named by Drug Paper 

Richard W. Janney, formerly with 
the New England office of N. W. 
Ayer & Son, has been named to rep- 
resent American Druggist in that ter- 
ritory. His headquarters will be at 
755 Boylston St., Boston. 


Golf Papers Move 


The Graffis brothers, Chicago, pub- 
lishers of Golfdom and Golfing, have 
left the Engineering Building for new 
quarters at 20 East Jackson Blvd. 
Golfdom is a business paper while 
Golfing is a new paper for players. 


Ware Joins Fada 


Percy S. Ware, well known in east- 
ern radio circles, has joined Fada 
Radio and Electric Corporation as 
eastern divisional sales manager, suc- 


ceeding the late T. Norman Mason. 


Receivers for Marmon; 
Continue Old Policy 


Manufacturing and sales efforts of 
Marmon Motor Car Company, Indian- 
apolis, Ind., will continue to be con- 
centrated on the Marmon sixteen, a 
statement issued by G. M. Williams, 
president of the company, after re- 
ceivers had been named, implies. 

Receivers named for the motor 
company are Ferdinand Barnickol, 
president, Indianapolis Drop Forging 
Company, and Robert D. Adams, at- 
torney. 


Form Sign Company 

The Motogram Sign Company has 
been organized in Philadelphia to 
construct moving electric signs in 
strategic locations. The first to be 
erected has a capacity of 800 letters, 
and can accommodate messages of 60 
letters each for 12 different adver- 
tisers. Wm. Wrigley Jr. Company 
and Kelvinator Company are among 
those using this sign. 


F. L. Rockelman Leaves 
Continental Automobile 


F. L. Rockelman has resigned as 
vice-president in charge of sales of 
Continental Automobile Company. 

Before joining Continental last 
fall, Mr. Rockelman was for three 
years president of Plymouth Motor 
Corporation. 


New England Display 


Products of New England manufac- 
turers will be displayed at the two- 
day new products exhibition to be 
held at Hotel Statler, Boston, May 
11-12, under the auspices of the New 
England Council. A conference on 
new products will be held simultan- 
eously. 


Another “Oldest’ ” Return 


Johnny Miller, owner and operator 
of the Miller & Paine department 
store, Lincoln, Neb., reports the re- 
ceipt of a catalog issued. 35 years ago 
by his firm, accompanied by an order 
for merchandise shown in the book. 
The order was filled! 


Erdle Names Hutchins 


Business papers and direct mail 
will be used by Erdle Perforating 
Company, Rochester, N. Y., manufac- 
turer of perforated sheet metal, 
which has placed its account with 
Hutchins Advertising Company, 
Rochester. 


TWO AGENCIES 
CONDUCT TESTS 
FOR SELBY SHOE 


Portsmouth, O., May 4.—Selby 
Shoe Company has been so favorably 
impressed with merchandising plans 
submitted by two different agencies 
that it authorized both to test their 
ideas at the company’s expense. 

As a result, Blackett-Sample-Hum- 
mert, Inc., Chicago, has begun a 
newspaper campaign in St. Louis, 
while Bayless-Kerr Company, Cleve- 
land, is prosecuting its own ideas in 
that city. In addition, a_ third 
agency is said to be scheduled to con- 
duct a test, probably on radio, in the 
near future. 

The Cleveland effort is being 
staged at the May Company’s depart- 
ment store and in the Arch Preserver 
establishment. Charles Henry Brown, 
inventor and pioneer shoe man, was 
brought to Cleveland from New York 
for the occasion. He is acting as con- 
sultant in fitting at the two stores 
and is also addressing several Cleve- 
land women’s clubs, discussing the 
relation of proper fitting to the gen- 
eral health of the individual. 


Contest in St. Louis 


The St. Louis plan, wrapped 
around a contest, is more daring 
than the average advertiser would 
care to sponsor. Certain stores are 
exhibiting sixteen pairs of women’s 
shoes, eight being those of the Selby 
Shoe Company and the other eight 
products of other manufacturers. 

None of the shoes are identified, 
and the public is asked to pick the 
smartest-looking, then write a letter 
indicating the choice and why. Sub- 
stantial cash prizes reward the dis- 
criminating winners. 

The New York agency which has 
handled the account heretofore has 
employed magazines almost exclu 
sively, and the use of newspapers 
for Arch Preserver and True-Poise 
shoes for women and children rep- 
resents the company’s first recent 
adventure in this medium. 

The agency whose plans yield the 
largest dividends, as reported by the 
impartial cash-register, will get the 
entire account, according to present 
prospects. 


McCormick to Talk 


Col. Robert R. McCormick, pub- 
lisher, Chicago Tribune, will be the 
principal speaker at the third an- 
nual newspaper advertising contest 
and exhibit awards luncheon, spon- 
sored by the Advertising Council of 
Chicago Association of Commerce in 
cooperation with local newspapers, 
which will be held May 25. 


McCall Takes New Post 


J. G. McCall, formerly with Stark 
Brothers nursery, and before that 
with System and Critchfield & Co., 
has joined Reincke-Ellis-Younggreen 
& Finn, Chicago. He will specialize 
in mail order and direct mail adver- 
tising. 


Releases Swim Copy 


The San Francisco office of Emil 
Brisacher and Staff is releasing ad- 
vertising of Gantner & Mattern, San 
Francisco, makers of swim suits, in 
three national publications and in 
class and college magazines. 


Greve Gets Brown 


The account of Brown Sheet Iron 
and Steel Company, St. Paul, Minn., 
has been placed with Greve Adver- 
tising Agency, St. Paul. Newspapers, 
business papers and outdoor will be 
used. 


Gets Puritan Account 


Puritan Chemical Company, At- 
lanta, Ga., insecticides, has placed its 
account with Johnson-Dallis Com- 
pany, Atlanta. Newspapers and radio 
are being used. 


New Linotype 


Mergenthaler Linotype Company, 
Brooklyn, has announced the new All- 
Purpose Linotype, which sets matter 
from five to 144-point in any length 
line. 
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California Copy 
Carries Through 
Without a Hitch 


Los Angeles, Cal., May 4.—Un- ( 
daunted by recent natural disturb. | 
ances which have been classified as 
earthquakes of major proportions by 


unkind commentators in other sec. | 
tions of the country, the All-Year 
Club of Southern California has | 
launched its spring newspaper drive © 
for summer tourists, using 48 dailies — 
in metropolitan areas throughout the 
country. 

The newspaper campaign, which 
began the end of April and will con- 
tinue through May and June, ties up 
with the magazine phase of the or. 
ganization’s activities, which got un- 
der way in 27 publications in Feb. 
ruary and winds up this month. 

Newspaper copy, using as much as 
1,000 lines, stresses the low cost of 
vacations in the southern California 
region, and also makes a bid for the 
traveler whose vacation period is lim- 
ited to two weeks by pointing out 
how many days of that short period 
may actually be spent in California. 

As in the recent past, copy carries 
the warning: 

“Come to California for a glorious 
vacation. Advise anyone not to come 
seeking employment, lest he be dis- 
appointed; but for the tourist, at- 
tractions are unlimited.” 


ET 


Has Biggest Month 


Kelvinator Corporation, Detroit, 
has announced that April was the 
biggest in its 19-year history. Dur- 
ing the month 30,116 units were 
shipped, compared with the previous 
high record of 25,427 units in April, 
1932. 


Develops New Mailer 


United States Envelope Company, 
Springfield, Mass., has developed a 
new envelope, the Columbian Safe- 
way Mailer, which it is claimed 
makes the mailing of brochures, 
calendars, catalogs, etc., easier, and 
also cuts the cost of postage. 


Buys Women’s Paper 


Mother’s-Home Life and Household 
Guest has been purchased by the 
Leicht Press of Winona, Minn., and 
will be published there. M. F. Hayes 
continues as advertising manager, © 
with headquarters in Chicago. 


Favors Shorter Week 


Walter C. Teagle, president of 
Standard Oil Company of New Jersey, 
proposed to the House labor com- 
mittee this week that shorter work 
week bills be extended to cover all 
forms of employment. 


Reliance Graphic 
Adds Two Clients 


Reliance Graphic Corporation, New 
York, has been appointed to handle 
the direct mail advertising of Ar- 
nesto Paint Company, New York, and 
Hotel Granada, Brooklyn. 


sm emer eens 
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Shares Services 


American Iron and Steel Institute 
has arranged with American Insti- 
tute of Steel Construction to share 
the services of V. G. Iden, director of 
public relations of the latter organ- 
ization. 


Canadian Stations Merge 


With the merger of CJGC, London 
Free Press station, and CKOK. 
Windsor, Ont., the new station, oper- 
ated by Essex Broadcasters, Ltd., will 
be known as CKLW. 


Clothier Gives Beer 


Mark Isaacs Company, New Orleans, 
offered six bottles of beer, to be served 
in the store luncheonette whenever 
wanted, to men purchasing a suit on 
April 29. 


Pattee Forms Agency 


Henry Hubbard Pattee has 
launched Henry H. Pattee & Co.. at 
646 W. 58th St., Kansas City, Mo., 
as an agency specializing in radio 
work. 


To Promote Ale 


The Boston office of Albert Frank- 
Guenther Law, Inc., has been named 
to handle the account of Haffenreffer 
& Co., brewers of Pickwick Ale. 
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FOR COPYWRITERS 


Blue pencils are taboo in the new copy 
forum. Advertising men who carry either in 
their heads or in their pockets the best pieces 
of copy they ever wrote are invited to trot 
them out for publication. We will supply the 
art and engravings, and publish the finished 
advertisements so their daddies can frame 
them and go about their work. 

We have discussed the idea with several of 
our good advertising friends. Most every 
fellow has been nursing a secret yen to “car- 
penter an ad” without an eye on the direc- 
tors’ table. Many think this copy freedom 
may turn up a new advertising slant. There’s 
been a lot of talk about truth in advertis- 


ing. Some of our friends think their un- 


bridled handling of it will ring the bell. 


Maybe, like one of our friends, your best 
copy hasn’t been written yet. But if you care 
to take a whirl—without interference—we 
should be glad to have it for the copy forum. 
Select your own subject. Treat it as you wish. 
The first specimens, now in production, are 
from representative advertisiiu.g men. They’re 
permitting us to publish their copy to show 
the kind of advertisements they think will 
best help the advertiser and the profession. 
We hope the publishing of these “copy pets” 
proves to be areal contribution to the ad- 
vertising profession. It is our humble effort 
to render a service which rises above the 
smell of nitric acid and the color of dragon’s 
blood. The first of these advertisements will 


appear in this publication in three weeks. 


Collins. Miller and HA archings, INC. 


AN ENGRAVING HOUSE THAT LIKES TO DO BUSINESS WITH ADVERTISING MEN 


717 South Wells Street, Chicago 
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Has New Division 


York Ice Machinery Corporation 
has inaugurated a new commercial 
division under the direction of C. A. 
Pearson, manager. The division will 
market commercial refrigeration and 
air conditioning units through dis- 
tributors, dealers and wholesale out- 
lets. 


Field Joins Ziff 


Norman T. Field, for the past ten 
years a member of the advertising 
staff of Chicago Tribune, has joined 
the Chicago sales staff of W. B. Ziff 
Company, representatives of the 
Negro Press. 


iLwustrate anad 
—and double its 
pulling power. 
"Illustrate" radio 
inthedealer's 
store or window— 
and watch the 
sales curve mount! 


* 
EINSON-FREEMAN CO., INC. 


LITHOGRAPHERS 
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aoe ts Day Process 
Printing on Newsprint; 


Your Plates or Ours 
Shopping News— Cleveland, O. 


eye, gar, 
I'VE FOUND 
THE BEST 
\ HOTEL VALUE 
IN NEW YORK 
CITY 


Just think... mod- 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 
A room and bath for one, 
$2.50; for two, $3.50. 


It's the 


PICCADILLY 


45th STREET end BROADWAY @ NEW YORK 
William Madiung, Mng. Dir. 
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WHE LARGEST 
PHOTO-ENGRAVING 
ORGANIZATION 
IN CHICAGO 


MAKERS OF FINE 
PRINTING PLATES 
IN BLACK OR COLORS 


and 
ENGRAVING COMPAN 


817 W.WASHINGTON BOULEVARD 
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NATIONAL DRIVE 
IS STARTED FOR 
BAR EQUIPMENT 


Newspapers and Magazines 
to Tell Story 


Detroit, Mich., May 4.—With initial 
copy in the Detroit Free Press, De- 
troit Times and Michigan Manufac- 
turer & Financial Record announcing 
that “Detroit is privileged to see 
America’s First Complete Beer Equip- 
ment Exhibit,” American Bar Equip- 
ment Company, new division of 
American Showcase & Manufacturing 
Company, this week fired its first 
shot in a campaign that will very 
shortly assume national proportions. 

As the plant increases production 
capacity, newspapers will be added 
to announce exhibits in other large 
cities, starting with New York. Trade 
publications in the hotel, restaurant, 
club and affiliated beer-dispensing 
fields will be employed on an exten- 
sive scale. A direct mail program, 
providing for complete list coverage 
every sixty days, is already under 
way. 


Advertise Home Bar 


Time and New Yorker will be used 
immediately to advertise the “Taver- 
net,” a folding bar for home and 
office use, and more class publica- 
tions will be added later for this 
product. 

First newspaper copy, which de- 
scribed the company as “the largest 
designers, manufacturers, and build- 
ers of complete establishments, for 
the proper dispensing and sale of 
beverages and foods,” warned readers 
that “in the mad rush for equipment, 
dispensers may overlook the vital 
fact that beer must be served prop- 
erly!” It cautioned that “much harm 
and ill-will for the dispenser and beer 
itself as an institution can be brought 
about by serving beer in an unpalata- 
ble manner or in distasteful sur- 
roundings. 

“Realizing our position of trust 
with thousands of past patrons and 
anticipating a tremendous rush for 
all sorts of equipment to handle 
the beer opportunities so eagerly 
awaited,” copy said, “we urge calm 
and thoughtful but deliberate action.” 

Simons-Michelson Company, De- 
troit, is directing the campaign. 


Hedges Again Heads 


Chicago Broadcasters 


William S. Hedges, WMAQ, was re- 
elected president of the Chicago 
Broadcasters’ Association at the an- 
nual meeting. Homer Hogan, KYW, 
is vice-president and William E. 
Hutchinson, WAAF, secretary-treas- 


urer. 

With Quin Ryan, WGN, and Jeff 
King, WBBM, the officers form the 
new board of directors. 


Hill, Former Albany 
Publisher, Is Dead 


Herbert E. Hill, 52, who published 
the former Albany Sunday Telegram 
for several years, died May 3 at his 
home in Albany, N. Y. 

He withdrew from the paper, which 
was founded by his father, the late 
James Hill, several years before it 
was taken over by the Hearst organ- 
ization in 1924. 


Founder of “Item” Dead 


Harry S. Michel, founder of New 
Orleans Item, and first newspaper 
employer of Lafcadio Hearn, died 
May 3 after an extended illness. He 
was 74 years old. 


Two Name Rogers-Gano 


Advertising of Sorbex Company, 
skin remedy, and Automatic Valve 
Control Company, both of Tulsa, 
Okla., has been placed with Rogers- 
Gano Advertising Agency, Tulsa. 


Has Beauty Account 


Advertising of Amy O’Connor In- 
stitute of Beauty Culture and its line 
of Lady Patricia cosmetic products 
is now being placed by Howland, 
Oliphant & McIntyre, New York, 

- 


HEADS ADCRAFTERS 


George Mertz Slocum 


Slocum Is Named 
Head of Adcraft 
Club of Detroit 


Detroit, Mich., May 3.—George M. 
Slocum, Detroit manager, Macfadden 
Publications, Inc., was elected presi- 
dent of the Adcraft Club of Detroit 
at the first meeting of the newly- 
chosen board of directors, yesterday. 

Walter Boynton, Campbell - Ewald 
Company, was elected first vice-presi- 
dent; Leo Fitzpatrick, vice-president 
and general manager, WJR, Inc., 
second vice-president; Gordon K. 
MacEdward, president and general 
manager, Animated Advertising Dis- 
plays, Inc., treasurer, and Edwin 
Husen, president, E. W. Husen Com- 
pany, secretary. 

John B. Gaughen, Detroit manager, 
Capper Publications, retiring presi- 
dent, was made an ex-officio member 
of the board, and Harold M. Hastings 
was re-appointed secretary-manager. 


NO PLUMBING NEEDED 


If this new automatic “Lady-Aid,” 
now being tried out in prominent 
Chicago locations, proves a success, 
the need for wash basins in women's 
rooms may be obviated. The ma- 
chine, a product of Mills Novelty 
Company, vends a quantity of 
Kleenex and a tube of cleansing 
cream for a nickel, suggesting the 
dry cleansing process instead of 
washing. 


Coming 
Conventions 


May 11-12. Annual meeting, Amer- 
ican Association of Advertising Agen- 
cies, Washington, D. C. 

May 20. Annual meeting Advertis- 
ing Affiliation, Niagara Falls, Ont. 

June 18-21. Annual meeting, Pa- 
cific Advertising Clubs Association, 
Sacramento, Cal. 

June 25-28. Newspaper Advertising 
Executives Association, Grand Rapids, 
Mich. 

June 25-30. Annual meeting, Ad- 
vertising Federation of America, 
Grand Rapids, Mich. 

June 26-28. National Industrial 
Advertisers Association, Chicago. 


Sept. 11-14. Financial Advertisers 
Association, New York. 
July 9-10. Annual meeting, Ad- 


vertising Distributors of America, St. 
Louis. 

July 11-13. Exclusive Distributors’ 
Association annual meeting, Indian- 
apolis, Ind. 

Sept. 24-26. Mail Advertising Serv- 
ice Association, Chicago. 

Sept. 25-27. Insurance Advertising 
Conference, Chicago. 

Sept. 27-29. Direct Mail Advertis- 
ing Association, Chicago. 

Oct. 8-10. First District, Advertis- 
ing Federation of America, Worces- 
ter, Mass. 


Critics Are Aid 
To Advertising, 
Publisher Says 


Detroit, May 5.—‘‘Criticism of ad- 
vertising is a good thing for adver- 
tising,” G. D. Crain, Jr., publisher of 
ADVERTISING AGE, told the Adcraft 
Club of Detroit at the Hotel Statler 
today. 

“Every business is under fire at 
present, and out of all of the analysis 
and examination of every activity 
will come improved policies and 
methods,” he continued. “Advertis- 
ing should profit from the scrutiny 
to which it is being subjected. Ad- 
vertising men should lead in self- 
examination and self-criticism, as a 
means to the elimination of weak- 
nesses and abuses in the conduct of 
the business.” 

The publisher asserted that adver- 
tising is an accepted tool of business, 
and that its value has been demon- 
strated so often that it is unnecessary 
to ballyhoo its benefits. The chief 
requirement now, he suggested, is the 
kind of live advertising ideas which 
will help to make sales at a profit. 

“Faith in advertising is a good 
thing,” he said, “but it should be but- 
tressed with practical realism which 
takes account of conditions and 
adapts merchandising and advertis- 


ing ideas to them. No advertising 


dollar should be poorly expended in 
1933.” 


Smith Is Vice-President 


R. G. Smith has been named vice- 
president of Industrial Publications, 
Inc., Chicago, publisher of Building 
Supply News, Brick & Clay Record 
and Ceramic Industry, succeeding 
D. B. Gibson, resigned. 


Eye-Kleen to Randall 


Eye-Kleen, a new eye lotion, is be- 
ing started on a zone merchandising 
plan, beginning with the Detroit area, 
under the direction of Fred M. Ran- 
dall Company, Detroit. 


Talk Over Direct Mail 


The May 9 luncheon of Advertising 
Club of Los Angeles will be given 
over to a discussion of direct mail. 
Paul Armstrong, general manager, 
California Fruit Growers’ Exchange, 
will be the principal speaker. 


To Have Banquet 


Advertising Club of Springfield, 
Mass., will hold its annual souvenir 
banquet at Hotel Kimball, May 17. 


Form Display Company 
Display-Light Manufacturing Com- 


pany has been formed at Bridgeport, 
Conn., by Philip and William Carlson. 


—__—., 


Haskins Chairman 
of Dotted Line Club 


C. L. Haskins, National Petroleum 
News, was elected chairman of the 
Dotted Line Club of Chicago at the 
annual meeting May 1. W. J. Me 
Donough, Dry Goods Economist, wag 
made first vice-chairman; H. A. Mor. 
rison, Railway Age, second vice 
chairman, and C. A. Barnes, Bakery 
Helper, secretary-treasurer. 

The following were elected to the 
executive committee: B. C. Bowen, 
Boot & Shoe Recorder; G. A. Ahrens, 
Pencil Points; C. C. Bennett, Archi- 
tectural Record; L. Brookman, Jr, 
Concrete; and Win Conley, McGraw. 
Hill Publishing Company. 

In addition, the three past-presi. 
dents were made an advisory com. 
mittee in the direction of the club's 
affairs. They are L. C. Pelott, Pen 
ton Publishing Company; E. H. Glea. 
son, Inland Printer, and K. H. Koach, 
Furniture Record. 

The nominating committee was 
made up of Ray Deen and Messrs, 
Pelott and Barnes. 


Holds Dinner Dance 


The annual dinner dance of New 
Haven, Conn., Advertising Club was 
held at Seven Gables, Milford, April 
29, with over 600 in attendance. 


Agency Men Named 


Henry Eckhardt has been elected 
chairman of the board of Advertisers’ 
Research Corporation, recently formed 
at Greenwich, Conn. Otis Allen Ken- 
yon is president, and Charles H., 
Vasoll, secretary-treasurer. 


Issues New Guides 


The Department of Commerce has 
issued three new bulletins designed 
to aid manufacturers and distribu- 
tors locate markets more readily and 
economically. The new guides cover 
Illinois, Michigan and Pennsylvania. 
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PEVISED CREDIT 
STRUCTURE URGED 
FOR ADVERTISING 


Chicago, May 4.—‘Many millions 
of dollars of additional advertising 
revenue can be secured for publishers 
and for owners of other media, and 
credit losses can be reduced where 
credit losses now should not exist, 
if a radical revision in the credit 
structure of advertising were under- 
taken.” 

This is the statement of E. T. 
Gundlach, Gundlach Advertising 
Company, in commenting on an item 
in the April 15 issue of ADVERTISING 
Ace reporting that several advertis- 
ing agencies had recently marked 
their orders “payable when adver- 
tiser pays us.” 

“Yes,” Mr. Gundlach said, “We 
marked our orders with that clause 
during the moratorium and for some 
weeks thereafter. The clause was 
in pica typewriter type on the face 
of the order and everybody under- 
stood clearly. Several publishers and 
some representatives strongly com- 
mended the innovation when its full 
purpose was explained. It impressed 
them as forward-looking, in keeping 
with the times and of decided value 
to publishers. 

“But after a few weeks I discon- 
tinued the use of the clause because 
of time-wasting arguments and con- 
siderable opposition. To our office 
it was purely an academic question 
as we were and are issuing orders 
only for advertisers who had contin- 
uously discounted their bills, some 
of these advertisers being many 
times stronger financially than the 
Gundlach Advertising Company. 


Prevents Advertising 


“In fact, all of the orders so 
marked, have already been paid and 
on discount date, and those that may 
have stretched over into~ April in- 
sertions will be paid, as usual, on 
discount date. 

Asserting that his agency has al- 
ways discounted every bill, Mr. Gund- 
lach pointed out that this record was 
made possible only by warning every 
client in advance that his bills must 
be paid on discount date. This 
means that a great deal of advertis- 
ing is never placed, even by concerns 
of good credit standing, he said, “Be- 


cause when the president of a firm 


with ample credit but without large 
‘surplus is warned that he must go 
}to the electric chair if he is 24 hours 


late on a discount date, he will be ex- 
tremely conservative as to the 
amount he contracts to pay.” 


Up to Owner 


“It is the owner of the medium 
with his long gross profit, even 
though his net profit may be small 
or nil, as against the agency with 
its maximum obtainable net profit of 
three to five per cent who must de- 
cide whether terms of payment are 
to be made easier,” he continued. 
“However, no sound advertising 
agency will accept and extend dat- 
ings, standing in the breach between 
advertiser and publisher at a profit 
of a few per cent. The chances are 
that such an agency ultimately goes 
bankrupt and then the publishers are 
not paid for the advertising of con- 
cerns for which the publisher would 
have been paid if the agency had 
received the money only in trust.” 


Seeks Radical Change 


Mr. Gundlach expressed particular 
objection to the statement in ADVER- 
Tistinc AcE that “the responsibility 
of the advertising agency as a prin- 
cipal rather than as a mere broker 
is the foundation stone of the mod- 
ern advertising system.” 

“That statement,” he said, “is ex- 
cellent—if you apply it to conditions 
of 35 years ago. For 25 years I 
have wondered whether that ‘foun- 
dation stone’ was a wobbly pillar of 
mud, able to stand only because there 
are other more solid foundations. 
According to my conception, the 
foundation stone of the advertising 
agency system is today the utiliza- 
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tion of these agencies to develop 
advertising through their careful 
service and to create new advertis- 
ers. When agencies give their time 
to the chasing of each other’s star 
credit accounts, the publishers get 
not one dollar of new volume. 

“A radical revision in any indus- 
try, I recognize, is not to be under- 
taken without due circumspection. 
All phases should first be considered. 
On the other hand, a judicial temper 
requires us to withhold offhand con- 
demnation of a new deal merely be- 
cause it is new.” 


Capital Jaunt 
Ended; Tugwell 


Non-Committal 


(Continued from Page 1) 
Associated Business Papers, Inc., by 
H. J. Payne; National Broadcasting 
System by Frank M. Russell; Na- 
tional Association of Broadcasters by 
Phil Loucks; and Columbia Broad- 
casting System by Henry Bellows. 


Associations Present 


Nearly every food and drug asso- 
ciation in the country was repre- 
sented at the hearings, in addition 
to important individual advertisers. 
The American Medical Association 
and American Dental Association, 
which have cut a figure in food and 
drug advertising in recent years, sent 
delegates. 

There will be no further hearings 
on the proposed law. The recom- 
mendations of the Department of 
Agriculture will be transmitted to 
Congress after they have digested 
the views they have just heard. This 
will probably be within thirty days, 
but, as indicated, passage of the bill 
does not seem to be in the cards this 
year. 


Re-Draft Bill 
For Regulating 
Financial Copy 


(Continued from Page 1) 
Commerce Commission, those guar- 
anteed by the United States or any 
state or subdivision thereof; short 
term paper such as bankers’ accept- 
ances, securities of religious and 
charitable organizations, etc. 


Four A Members 
Trek to Capital 
For Convention 


(Continued from Page 1) 


ments at Washington which directly 
concern advertising, his address is 
eagerly anticipated. . 


Otis L. Wiese, editor of McCall’s 
Magazine, New York, will open the 
Thursday morning session, according 
to the tentative program outlined 
here today. He will discuss what 
people like to, read and how the pref- 
erences exhibited are charting edi- 
torial trends. 


Dr. Miller McClintock will make 
a presentation of his study of out- 
door traffic in relation to posting and 
trading areas. Dr. McClintock is 
director of the Albert Russell Er- 
skine Bureau for Street Traffic Re- 
search of Harvard University where 
he is in charge of the traffic and 
trade research study sponsored 
jointly by the Association of Na- 
tional Advertisers, Inc. and the Out- 
door Advertising Association of 
America, Inc. 


C. W. Dipman, editor of Progres- 
sive Grocer and Grocery Trade News, 
New York, will address the meeting 
on trends in food distribution and 
what they indicate for the future. 

Wroe Alderson, Department of 
Commerce, will discuss trends in the 
drug field, covering both merchan- 
dise and distribution. 

Oswald W. Knauth, of the Macy 
department store in New York, the 
first speaker in the afternoon, will 
discuss consumer preferences and 
the relationship of appeal factors, 
such as price, quality and style. . 

Another retail executive, Daniel 
Eisenberg, Tepper Brothers, Plain- 
field, N. J., will point out some of 
the things national advertisers can 
do to facilitate the sale of advertised 
brands in department stores. 

The latter part of the afternoon 
session will be devoted to an exhibit 
of advertising campaigns, showing by 
actual cases how client problems are 
solved by the agency. In connection 
with this feature, product and pack- 
age design, copy and market and 
media selection will be discussed. 

Lee Maxwell, president, Crowell 
Publishing Company, will discuss the 
philosophy of rate making at the 
closed session Friday. Dr. L. D. H. 
Weld, chairman of the A. A. A. A. 
committee on research, will also ap- 
pear on the Friday program. 


SIFTER TOP IS 
ABSORENE BOOM 
TO HOUSEWIVES 


President Henderson Scores 


Another Scoop 


St. Louis, Mo., May 3. — “Abso- 
renely Yours, H. R. Henderson,” 
president of Absorene Manufactur- 
ing Company, has scooped competi- 
tors again with a sifter-top can for 
HRH Cleaner, one of the family of 
Absorene products. 


Mr. Henderson, who won the at- 
tention of dealers by his unique sig- 
nature, and held it by insisting that 
they sell his line at a profit to them- 
selves, declines to explain how he 
can afford to equip his cans with a 
sifter-top. 


This gadget is regarded as an 
expensive luxury by the majority of 
manufacturers of powder for kitchen 
and general household use. It was 
found in many cases that the price 
would have to be raised if it were 
made standard equipment, so to 
speak, and so housewives are still 
drilling holes in cans with a nail and 
a hammer. 


Concentrated in 4 Months 


Mr. Henderson avers that this is 
the very favorite aversion of the 
vast majority of ladies who tend 
house, since the tradition that 
women are poor carpenters is far 
from being a fiction. 


This year’s Absorene advertising 
is being concentrated into cleaning 
months, February to May, inclusive. 
Since Absorene and HRH are de- 
scribed as 
treatment for the home,” they are 
advertised jointly. Absorene is in- 
tended for cleaning wall paper; 
while HRH is used for cleaning bath- 
rooms, painted walls and wood-work. 

Fifty newspapers are on the sched- 
ule, exclusive of a number of for- 
eign-language papers. 


Was Cleaning Contractor 


Henri R. Henderson, president, 
began business as a cleaning con- 
tractor forty years ago. During the 
course of this trade, which placed 
him in intimate contact with house- 
wives and their problems, he devel- 
oped Absorene, gradually adding 
other lines. 

The account is serviced by Harry 
Meyer, who was with the Charles H. 
Fuller Agency in Chicago when it 
initiated Absorene advertising. On 
joining Ross-Gould Advertising 
Agency, of St. Louis, Mr. Meyer 
picked up Absorene advertising 
where he had left off many years 
ago. 


“the complete beauty |, 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2. 


POSITIONS WANTED 


4. 

PUBLISHERS! Successful sales 
record through important key con- 
tacts—the exact qualifications neces- 
sary for your requirements in the 
Chicago area is what our organiza- 
tion is equipped to deliver to a pro- 
gressive publisher in the general, 
class, trade or specialty field. Com- 
mission basis on strong paper. Con- 
fidential. Box 327, ADVERTISING AGE, 
Chicago. 


RADIO ADVERTISING MAN who 
has had seven years of radio expe- 
rience as manager of two midwest 
stations, one a 1500/1000 watts, an- 
other 500 watts and a year of Chi- 
cago advertising agency experience, 
wishes to locate somewhere in the 
midwest. Understands production of 
programs, selling, promotion, audi- 
ence building. Can also act as radio 
editor of newspaper. Age 30, single, 
university graduate, B. A. in adver- 
tising. Box 328, ApvVERTISING AGE, 
Chicago. 


Announcement 


As a service to unem- 
ployed in the advertising 
field, the classified columns 
of ADVERTISING AGE will be 
thrown open to unemployed 
advertising men and women 
without charge, until further 
notice, under the following 
conditions : 

The user must previously 
have been employed in the 
advertising department of a 
national advertiser, an 
agency, or a publication, and 
must be out of work at the 
time the advertisement is 
submitted. 

Advertisements must be 
limited to 30 words; and 
will be inserted only once 
for any individual. 

ADVERTISING AGE reserves 
the right to edit or reject 
any copy. 

Box numbers may be used 
if desired. 

Submit copy to 


ADVERTISING AGE 
537 S. Dearborn St. 


Chicago 


NEW 


distinguished by a color according evens: 00 
to class and population; transporta- 2244" 28%" 

tion systems and practical divisions map Litho’'d — 
for planning sales or delivery routes in 10 colors Post 
and distributions. pi —- Paid 


JO0S.A.PETERS, Map Publisher, 4408. Dearbore St.,Chicage 


SALES MANAGERS 
CHICAGO MARKET AREA 


For: routing salesmen, setting sales quotas, planning cam- 
paigns in selected areas, checking dealer locations, etc. This 
new 10 COLOR MAP with Market Guide Book shows: com- 
mercial centers; communities classified in 8 groups—each 


MAP OF 


MAP © GUIDE 
Tit 


DIRECT TO 
THE HOME 


on the sales we made. 


quiry. Have you a similar problem? 


BIG - 


DISTRIBUTION—AND THE RETAILER 


In a 2-day test sampling campaign we recently obtained for the manufac- 
turer of a one penny confection his first 400 dealers in this market. 
The total cost to the manufacturer was less than the cash we collected for him 


This campaign was started within 5 hours from the time we received the in- 


ADVERTISING CARRIERS 


20 EAST 8'" ST. CHICAGO 
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PHOTOGRAPHIC REVIEW OF THE WEE 


WINS MEDAL IN ART DIRECTORS SHOW 


one _ 


Photograph by Anton Bruehl for Cadillac Motor Car Company, 

exhibited through Campbell-Ewald Company, which won a medal at 

the recent exhibition * | advertising art sponsored by the Art Direc- 
tors Club of New York. 


PRESENTS BEAUTY AS A SERIOUS BUSINESS 


PERSONAL 9 
CONSULTATION 


OAM-5Pw 


7oHeT GooLs ia 
DEPARTMENT 


Designed for use by department stores as they feature personal ap- 

pearances of Mile. Manka Rubenstein, this portable window display, 

the work of Russel Wright, New York designer, creates a feeling of 

dramatic smartness. The large head is a likeness of Mile. Rubenstein, 
and is illuminated, as are the other two. 


NOT A DULL MOMENT IN THIS SHOW 


nA 


\ € 


General Foods’ exhibit at Chicago world's fair will take the form 
of 16 spectacular productions featuring 16 of its products, which 
will be shown on each of the eight stages shown in this photograph. 
-Gigantic packages above the stages will aid in securing attention. 


i 
be 
- A weet e pte a 


So 


NEW BY-PRODUCT 


Owens-Illinois Glass Company, To- 
ledo, is marketing these packages of 
highly colored and various shaped 
pieces of glass for use in aquariums 
and bulb bowls. They are the result 
of a new grinding and finishing pro- 
cess applied to glass cullet. One 
of the unusual features of the new 
product is that product and its con- 
tainer are both made from the same 
material. 


WINS AWARD 


Magazine advertisement for Mills 
Novelty Company which won an 
award at the annual exhibition of 
Chicago fine printing sponsored by 
the Society of Typographic Arts. It 
was designed by Paul R Smith, and 
executed and directed by James 
Mangan, advertising manager. 


The first use of car cards by Blatz Brewing Company, Milwaukee, was made, strategically enoug 
the cars of Kansas City, Mo., on the very border of the dry state of Kansas. 


Sheeter's Dairy Company, a new Detroit concern, will distribute 
milk in waxed paper cartons like this, instead of in conventional b 
tles. The carton was designed by Edward Woods of Harold Aar@ 
Inc., Detroit. 


HERALD END OF SLUDGE IN MOTOR OIL 


y Ai 
a’ 


To introduce its current drive on sludge in motor oil, Standard @4 

Company of Indiana made use of this photograph, developed 

Paul Holder, art director of McCann-Erickson, Inc., the compa 

agency, and Underwood & Underwood. The illustration, as a wh 

and in units, served many purposes, being used in both teaser @ 
introductory copy. 
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